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Lumber accurately cut for the job means lumber 
saved. In the yard there's extra profit from the salvaged footage. On 
a construction job there's a big saving in time as well. And any man 
can learn to set up a job and operate a Wilson in a jiffy —the 
machine itself supplies the skill needed for perfect work. 
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Cut-off operations are a cinch because you Tile the unit in any direction. It locks in 
bring the saw to the work with finger tip “ty Motor and saw arbor are one unit. Pivot it position. You rip bevels at any required "| 
operation. Rotation of the blade holds the * 90°, the finder locks the blade parallel to the angle. Swing the radial arm to any degree | 
work against the fence. You work from the as fence and you're ready to rip. You get full you want and cut compound mitres more (4 
“top”—layout marks are always in full view. sa power with no transmission loss. accurately than you've ever believed possible. 
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With the arbor scale you set your WILSON 
saw for the correct angle for beveling or bevel 


You can notch six 





“ 4 hai" 
Tenons, single shoulder or double shoulder, 





mitre cutting. It locks in position mechani- 
cally, to make any number of cuts, each pre- 


rafters at a time. anne pe \ . - * 
SS : can be cut on the Wilson while a “set-up 

Perfect cuts at any << 4 : 2 : 
— - is being made on the average machine 


pitch —all uniform 
and dead accurate. 





cisely uniform with the others. 





Matching, jointing, moulding —anything you can 
do with a rotary tool you can do with a Wilson. 
Massively built, balanced design, it works without 
vibration —a precision production machine. There’s 
an additional profit for you in all the finishing jobs 
that can be done on your Wilson. Write for illus- 
trated catalog and full information to main office 


or to distributor nearest you. 


Equipment Engineering Co. 
1164 West Main Street 
St. Charles, Illinois 
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HIGH SPEED 
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The Wilson is available in all voltages, cycles and 
phases (except DC and 25 cycle), from 2 hp to 7} hp. 


Manufactured by FRANKLIN MACHINE COMPANY, Providence, R.!. 


Timesavers, Inc. 
104 South 21st Street 
Philadelphia, Pa. 


Strongridge Ltd. 
10-12 Davidson St. 
St. Catherines, Ontario 
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THE AMERICAN LUMBERMAN & BUILDING PRODUCTS MERCHANDISER PLATFORM 


I—Organization of an integrated and articulate construction industry which will 
provide more and better building products to consumers at lower real costs with fair 
wages and profits to all who serve in the industry. 

2—Coordination of all production, marketing, research and professional activities 
concerned with the development, sale, and delivery to the consumer of building 
products—including the functions of the manufacturer, wholesaler, retailer, architect, 
realtor, contractor, mechanic, financier, .association official and public servant. 

3—Identification of the building products merchant as central headquarters for the 
industry's consumer selling activities in the local community. 

4—Perpetuation of the free enterprise system as the basis of a more abundant and 
meaningful life for all. 

5—Informative, educational and merchandising-minded journalism and service 
toward these ends. 
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| Always Remember ! 
A TRUCK THAT FITS THE 
JOB DOES A BETTER JOB! 





























nomical power. It wil] § const 
have ‘the right one of 5 
clutches, 4 transmissions, } priva 
OUR truck will do a better job—and do it 18 rear axles—it will have the right unit | Dghe 


more economically—when it is engineered throughout to give you maximum economy J - ' : 
and built to fit the job. ' and long-lasting dependability. awe 
To give you a truck that will do a better job— = Ask your Dodge dealer to show you a truck wy 
with your loads over your roads— Dodge has a *‘Job-Rated’”’ for your job. BUY that truck N 
range of 175 ‘‘Job-Rated’”’ chassis models. Your —and you will have made the best and J] Natio: 
“‘Job-Rated’’ truck will have the right one of 7 most profitable transportation investment § ‘actor 
different engines—to give it ample, yet eco- on the market today. ed es 
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Fit the Job...Last Longer ! 
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NEW NONFARM HOMES COMPLETED in November, 1946 set 
a monthly high for 1946; the U. S. Department of Labor reported. 
The 55,000 nonframe homes completed exceeded new units started 
for the first time during the year. However, number of homes under 
construction declined due to combination of upward trend of com- 
pletions and drop in new homes started. Revised estimate places 
new permanent dwellings started during November at 49;700, all 
privately financed. This was 8,000 below the October figure but the 
highest November figure in 18 years. 


SHORTAGE OF APPRENTICE WORKERS is fast replacing scarc- 
ity of materials as Nation's top construction bottleneck. Last month 
approximately 90,000 apprentices were employed in the construction 
industry. NHA officials claim at least 200,000 are needed to handle 
the 15 to 22-billion dollar building year ahead. 


NEW GUARANTEED MARKETS this year for prefabers, says the 
National Housing Administration, will provide an estimated 93,000 
factory-made houses. This does not include production by operat- 
ing prefabers who turned out 40,000 units last year. The new hous- 
ing administration has shown no inclination to discourage financial 
guarantees to this group. 


FARM CONSTRUCTION for 1947 will approach 500 million dol- 
lars in the opinion of James W. Follin, assistant administrator, Fed- 
eral Works Agency, speaking before National Crushed Stone Asso- 
ciation in Chicago. New construction for the year, Follin believes, 


will approximate $13,300,000,000. 














AIRPLANE delivery was resorted to by Capitol City Lumber Company, Hartford, Conn., to speed 
completion’ of six veterans’ homes. Enough window frames for these houses were flown from 
Tacoma, Wash., permitting the interior to be enclosed and the plasterers to go ahead. The 
Capitol City Lumber Company is selling each home as a package. Charles S$. Root and W. 


Edward Cosh 





,» company executives, check the 1,048-pound shipment with the airline 
representative. 
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LOOKING AHEAD 


Federal housing officials 
outline 1947 housing program 


ALTERING its program to con- 
form with the known housing needs 
of veterans, the government’s ma- 
jor objective is the largest possible 
number of new rental units in 1947. 

A statement on the government’s 
housing goal for 1947 issued by 
Frank R. Creedon, housing expe- 
diter and Raymond M. Foley, Na- 
tional Housing Administrator, in- 
dicates a willingness to cooperate 
with and encourage private indus- 
try. 

“We believe we are adjusting the 
program to realities,” said the gov- 
ernment release. “The objectives of 
the 1947 housing program are to 
obtain the greatest possible number 
of dwelling units at moderate cost, 
particularly homes for rent.” 


CONTROLS MODIFIED 

To accomplish this objective the 
new expediter and housing adminis- 
trator have pledged themselves to 
remove or modify controls which 
are no longer essential. 

The housing officials pointed to 
their efforts to achieve a better flow 
of materials by replacing the pri- 
orities system by a permit system, 
increasing the ceiling on non-resi- 
dential building, eliminating the 
dollar ceiling on new homes and 
liberalizing its aid to rental hous- 
ing. 

Although the prospects for a 
vigorous home- building program 
are good, the government admits 
that the difficulties ahead are real, 
especially shortages of certain ma- 
terials like millwork, hardwood 
flooring, cast iron soil pipe and 
pressure pipe and most types of 
plumbing fixtures 

“Conditions appear favorable,” 
says the report, “for the comple- 
tion of one million homes and apart- 
ments, including conversions, this 
year.” 


L-358 & L-359 


Footage limit removed on 
plywood for home building 


AMENDMENTS to Limitation 
Order L-358 lifted the restriction 
governing the use of construction 
plywood to 600 feet per house or 
apartment, effective Feb. 1. 

Under the amendment distribu- 
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tors will be required to set aside 
only 75 percent, rather than 85 
percent, of their monthly receipts 
of construction plywood to fill 
rated and certified orders. These 
reserves must now be held only 
15 days instead of two months. 
Producers will be required to 
divide their monthly output of con- 


struction plywood on the basis of 
50 percent to fill certified orders 
and 50 percent to handle orders 
from distributors which carry no 


preference ratings. 


A new provision written into 
L-359 allows office wholesalers to 
extend HH-rated orders to his 
supplier for direct mill shipment 
in not less than carload lots in an 
amount not exceeding those called 
for by rated orders which he has 


received. 








Valuable Mahogany Lumber Shown 
Above Seasoned Successfully with 
Moore Cross-Circulation Kilns 


Cutting mahogany from 5 in. up to 4 in. thick 
and up to 27 feet long, Weis-Fricker Mahogany Co., 
Pensacola, Fla., seasons this valuable lumber suc- 
cessfully with Moore Cross-Circulation Kilns. (Since 
above picture was made, additional Moore Kilns 


have been added). 


With the Moore Cross-Circulation System, season- 
ing is placed on an automatic basis — all drying 
elements are automatically controlled and recorded, 
roof ventilation is automatically controlled, and cir- 
culation is reversed automatically at desired inter- 


vals. 


Lumber can thus be seasoned on predetermined 
drying schedules to desired uniform moisture con- 


tent. 


Write today for information. 





If you are interested in kiln drying 
and wish to be placed on our mail- 
ing list, send us your name and 
name of the firm with which you 
are connected. 


MOORE J)RY KILNS 


& 





MOORE DRY KILN COMPANY 


Largest Manufacturers of Dry Kilns and Veneer Dryers 


JACKSONVILLE 1, FLORIDA 
VANCOUVER, B. C. 
NORTH PORTLAND, ORE. 
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AUTOMATIC HEATING 


Definite trend seen by Plumbing 
and Heating Industries Bureay 
AUTOMATIC heating is the 
most significant trend in the heat- 
ing industry today, says the Plumb- 
ing and Heating Industries Bureay. 
The Institute says the demand 
is as strong among owners of ex- 
isting homes who are seeking to 
remodernize their heating equip- 
ment as it is among builders of new 
homes. 

Harold W. Sweatt, president, 
Minneapolis - Honeywell Regulator 
company, says that automatic heat- 
ing will be included in approxi- 
mately 30 percent of all new houses 
built during 1947. The prewar fig- 
ure was about 10 percent. 

Hot water, steam and warm air 
are all adapted to automatic firing 
and there is no relation between the 
type of heating system and the 
fuel. 

One of the refinements in auto- 
matic heating is zoning—dividing 
the house into two or more sec- 
tions—each controlled by a sepa- 
rate thermostat. Other refinements 
are modulation — the continuous 
circulation of the heating medium 
whether it be air or hot water, thus 
preventing cold floors and drafts; 
also the use of an outdoor control 
to anticipate temperature changes 
before they are reflected by the in- 
door thermostat. 


LABOR 


Agreement aims to end strikes, 
lockouts in building industry 
ONE of the best pieces of labor 
news to come out of the White 
House in many years was the an- 
nouncement by President Truman 
of a management-labor agreement 
aimed at preventing strikes and 
lockouts in the building trades. 
The agreement provides for the 
establishment of a national joint 
conference committee for  settle- 
ment of any dispute which is vol- 
untarily submitted to the commit- 
tee by mutual agreement. 


ESCAPE CLAUSE NOTED 

Critics were quick to note an es- 
cape clause which bars the joint 
committee from handling disputes 
between the AFL and any em- 
ployer “on whose operation a non- 
union condition exists.” Thus 
strikes resulting from an organiz- 
ing drive would not be covered. 
However, the agreement was inter- 
preted by the President to cover 
jurisdictional strikes and second- 
ary boycotts. 

The joint committee is composed 
of representatives of labor organi- 
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KINZUA’S PROGRAM 


























































































ry . 
BuitpinG Propucts MercHAnpiser, February 15, 1947 


a 
of PERMANENT OPERATION {S$ 
is Well Mapped Out! 





Before the Kinzua mill was built, it was planned on 
paper. Certain parts of the plans were drawn and 
redrawn. In the same way Kinzua has its plans for 
a permanent operation well mapped out. Experi- 
ence may alter some of the details, but the main 





objective will remain the same—to build a sufficient 
timber reserve so that it can be harvested cyclically 
on a selective cutting basis—indefinitely. 





With some further rounding out of Kinzua's timber 
reserve, annual regrowth in the Kinzua forests should 
equal or exceed the present yearly harvest—and 
then Kinzua definitely will have a permanent opera- 
tion—and be able to supply famous Kinzua "Quality 
Guaranteed" Ponderosa Pine for all time to come. 














Heres Whig DEALERS PREFER 


Nu-ART 


ALACROME 


MOULDING 


“se 


BIG PROFITS You make a higher percentage of profit per 


dollar of sales on Nu-ART Mouldings than on almost any other item you handle. 


WE PAY FREUGHT ocx: snt 510 ot 
PACKED BETTER sesessossins ae soy 


strong wooden boxes instead of weak paper shipping tubes. This is more ex- 
pensive for us but insures delivery to you in perfect condition. 

















SCREWS FURNISHED so.sc:nonines on 


with the nail or screw holes drilled, and the necessary nails or screws furnished. 


BEAUTIFULLY POLISHED ....., 


Mouldings are polished to a beautiful luster. Each length is placed in a protec- 
tive Kraft tubing. 


These are a few of our 200 standard sections 


S Vex = 








1947 catalog showing 


complete line of Nu-ART 
Mouldings and Edgings, 


with price list. 


MACKLANBURG- DUNCAN CO. 


OKLAHOMA CITY 1, OKLAHOMA 
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zations and contractors from the 
principal branches of the industry, 
Disputes will be submitted to the 
national joint conference commit- 
tee on the understanding that the 
decision of the committee is a 
“final and binding determination 
of the issues involved.” 

Nineteen international AFL 
unions ratified the plan in principle. 
Electrical contractors and _ their 
workers have their own agreement. 
The crafts covered include the ear- 
penters, teamsters, plumbers, roof- 
ers, sheet metal workers, painters 
and paper hangers, plasterers and 
cement finishers, bricklayers, and 
common laborers. 


MODULAR COORDINATION 


Grant of $65,900 will permit 
expanded research program 
CONSTRUCTION costs will be 
cut more quickly as the result of 
the $65,900 grant made to the 
Modular Service Association by the 
Office of Technical Services of the 
U. S. Department of Commerce, 
Tyler S. Rogers, president of the 
Producers’ Council, announced. 

Rogers said the funds will be 
used to expand and intensify re- 
search in methods of coordinating 
the dimensions of building prod- 
ucts to eliminate the need for cut- 
ting and fitting materials on the 
building site, thus effecting impor- 
tant savings in both time and ma- 
terials. . 

“The extent of the savings which 
can be realized in construction 
costs by the use of modular co- 
ordination cannot be estimated 
with any accuracy until more ma- 
terials have been made available 
with coordinated dimensions and 
until a variety of typical structures 
actually have been built with such 
materials. However, enough is 
known to warrant the statement 
that the total savings will be sub- 
stantial,” Rogers declared. 


BUILDERS CONVENTION 


Key industry problems will be 
up for discussion in Chicago 
WITH exhibit space sold out 
many months ago and with 60 of the 
top men in their respective fields 
listed on the program, the 1947 con- 
vention of the National Association 
of Home Builders at Chicago’s 
Stevens Hotel is expected to es 
tablish a number of records. The 
convention dates are Feb. 23-27. 
The new National Housing Ex- 
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3) TIME is MONEY-Save BOTH 
DOORS and JAMBS 
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ACHINED FOR 
ANDARD — 
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feutting or Series 
the job! 

















ADJUSTABLE 
to variations 
in door sizes! 


NO NAILING! 
Only 3 precision 
milled pieces to 
handle on the job! 


SHOCK ABSORB- 
ER SPRINGS 
assure occurate 
fit for life of 
building! 





(Optional! 


RESIN PRIME 
... True +. CUTS INSTALLA- 
sized doors are : TION TIME from 
protected from wee 1-1'4 hours to 
‘dirt, moisture, = : . 8-10 minutes! 
hair checking! : 


























Here's a real team to go to work for you—Tru-sized Doors and Tru-sized Jambs! 


Two of the most recent developments of Wheeler Osgood research, Tru-Sized Doors and Tru- 
sized Jambs together do a better job FASTER! Ordinary door and jamb installations do not com- 
pare with this amazing, new combination. 

The combined savings of time, work and money—with the additional advantage of a perma- 
nently accurate installation—make the Tru-sized Door and Jamb combination a “natural” for 
building America’s much-needed homes! 

See our Booth at the Chicago Home Builders’ Show February 23-27 


HE WHEELER, OSGOOD COMPANY 
Plants and General Office: “Tacoma l, Washington 


NEW YORK OFFICE 1326 Empire State Building, New York*1, New York Phone: Penn. 6-2954 
lot iier \clemel sale 4 134 So. LaSalle Street, Chicago 3, Illinois Phone: State 5335-6-7 
SAN FRANCISCO OFFICE . . . 3045 19th Street, San Francisco, California Phone: Valencia 224] 
LOS ANGELES OFFICE P. O. Box 7685 Del Valle Station, Los Angeles 15, California . . . . Phone: Vandike 6326 
TACOMA OFFICE 1216 St. Paul Avenue, Tacoma |, Washington Phone: Main 8101 
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pediter, Frank Creedon, is listed 
on the program. His talk will be 
“followed by a panel on “The Status 
and Outlook for Veterans’ Hous- 
ing.” National Housing Adminis- 
trator Raymond M. Foley will also 
speak. The panel following his ad- 
dress will discuss “Present and 
Future Financing Methods.”’ Other 
panels will take up apprentice 
training, wages, labor. 

Other headline speakers will in- 


clude Robert P. Gerholz, past 
president of the association, and 
Commander Paul S. Griffith of the 
American Legion. The final ses- 
sion on Thursday morning will be 
devoted to addresses on the gen- 
eral subject, “Private Enterprise 
Meeting the Total Housing Need.” 


LUSTRON WINS 


Prefaber secures backing for 
porcelain-steel enamel homes 


YOU may recall the battle before 
Senate sub-committees of Lustron 
Corp., which attempted to take 
over the war surplus Dodge-Chi- 











Ponderosa Pine at Its Best 





Even though we don’t have the lumber right now to book 
any new customers, we nevertheless are anxious to have 
the good will of all buyers — and to keep them informed 
about the fine quality of our products. We know that 
sooner or later supply will catch up with demand — and 
we'll be anxious to serve you with our 


Yard and Shed Stock, Mouldings 
Factory Lumber, Industrial Items 


MEMBER PONDEROSA PINE WOODWORK 





Alexander-Yawkey Lumber Co. 


Men bers Western Pine yWatela hl diate 





Prineville, Oregon 





cago plant for the manufacture of 
porcelain enamel steel houses, ask- 
ing RFC for 52 million while agree. 
ing to put up $36,000 of its own 
money. 

Lustron has won a partial vic. 
tory. Housing Expeditor Creedon 
announced that the prefab concern 
has been granted a guaranteed mar- 
ket contract for ‘production this 
year of 15,000 porcelain enamel 
steel houses to be built in the Cur- 
tiss-Wright airplane plant at Co- 
lumbus, Ohio. 

The RFC has approved a $12,- 
500,000 loan conditioned on Lus- 
tron’s raising $3,500,000 cash 
equity. 


HIGH PRODUCTION GOAL 


The Lustron production schedule 
calls for 100 houses in March and 
a month-by-month stepup when 
production reaches 100 houses a 
day in September. 

Floor plans show that the so- 
called deluxe house is a one-story 
two-bedroom bungalow containing 
988 square feet of floor area. Wall, 
partition, ceiling and roof con- 
struction consists of rolled steel 
framing to which is attached front 
and back porcelain enameled steel 
sheets. Fiber glass insulation is 
used between the sheets. The por- 
celain enamel sheets will come in 
12 basic colors. 

Overall dimensions of the house 
are 35x32. The living room is 
14x154%; one of the bedrooms is 
11%x12 and the other 914x12; the 
bathroom is 6x8 and the L-shaped 
kitchen-dinette contains 177 square 
feet. Plans show a utility room 
of 60 square feet and a porch. 

Lustron says that the consum- 
er’s price of approximately $7,100 
will include site erection, landscap- 
ing, bathroom unit, heating equip- 
ment, lighting fixtures, window 
and door screens and wiring. 


Coming Conventions 


Feb. 18-20—Wisconsin Retail Lum- 
bermen’s Association, Milwaukee, 
Auditorium, exhibits. 

Feb. 19-20— Mississippi Retail 
Lumber Dealers Association, 


Jackson, Heidelburg hotel, exhib- 
its. 


Feb. 19-20—Forest Farmers Asso- 
ciation Cooperative, Atlanta, Ga., 
Ansley hotel. 

Feb. 20-21—Virginia Building Ma- 
terial Association, Virginia 
Beach, Cavalier Hotel, no ex- 
hibits. 

Feb. 23-27—National Association of 
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Clip the coupon to bring you the 
$20.88 Deal or ask your local jobber. 
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lia Guarantee NAME 
eX- fi MASONRY WATERPROOFING ADDRESS 
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An 


BRANDS 


SCREEN WIRE CLOTH 


POULTRY NETTING 
WIRE + NAILS 





DEPENDABLE 
FOR YEARS 


Perhaps your customers pay 
little attention to brand name 
when you sell them screen or 
hardware cloth. But if you sell 
Wickwire Cortland Brand you 
know your customers will get 
dependable service, year after 
year. 


The good service they get 
reflects favorably upon you. 
Customers who see how Wick- 
wire Cortland Brand products 
stand up in service are likely to 
say ‘‘That’s a good store. They 
sell merchandise that lasts’’. 


WICKWIRE BROTHERS, INC. 
CORTLAND, N. Y. 
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Home Builders, Chicago, Stevens 
Hotel, exhibits. 


Feb. 25-——-Northern Indiana and 
Southern Michigan Retail Lum- 
ber Dealers Association, South 
Bend, Ind., Hotel Oliver. 


Mar. 5-7—Intermountain Lumber 
Dealers Association, Salt Lake 
City, Utah hotel, no exhibits. 


Mar. 5-7—Iowa Retail Lumbermens 
Association, Des Moines, Coli- 
seum and Savory hotel, exhibits. 


Mar. 10-12—Lumbermen’s Associa- 
tion of Texas, Galveston, Munici- 
pal Pier, exhibits. 


Mar. 11-13 — Indiana Lumber & 
Builders Supply Association, In- 
dianapolis, Murat Temple, ex- 
hibits. 


Mar. 13-14—Independent Retail 
Lumber Dealers Association, 
Minneapolis, Radisson Hotel, ex- 
hibits. 


Mar. 17-19—Ontario Retail Lumber 
Dealers Association, Toronto, 
Royal York Hotel, exhibit. 


Mar. 18-20—Southern Pine Asso- 
ciation, New Orleans, Hotel 
Roosevelt. 


Mar. 19-20— Louisiana Building 
Material Dealers Association, 


New Orleans, Jung hotel exhib. 
its. 


Mar. 19-20—New Jersey Lumber. 
men’s Association, Atlantic City, 
Traymore hotel, no exhibits, 


Mar. 19-22—American Society of 
Tool Engineers, Houston, Rice 
Hotel. 


Mar. 20—Northeastern Wood Util- 
ization Council, Boston, Parker 
House. 


Mar. 26-27—Southern Hardwood 
Producers, Inc., Memphis, Tenn., 
Hotel Peabody. 


Mar. 26-27—South Dakota Retail 


Lumbermen’s Association, Sioux 
Falls. 


Mar. 27-28 — Florida Lumber & 
Millwork Association, Hillsboro 
Hotel, Tampa, exhibits. 


Mar, 27-29—Montana Retail Lum- 


bermen’s Association, Great 
Falls, Rainbow Hotel, no _ ex- 
hibits. 


No announcement has yet been 
received from the following asso- 
ciations: Southern California Re- 
tail Lumber Association; Arizona 
Retail Lumber & Builders Supply 
Association; Lumber & Supply 
Dealers Council, Georgia. 




















WY 




















































































































“Scram!” 
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on winning your share 
of today s huge paint market 


TT tremendous amount of new 
building—the definite need for the 
painting of structures which have 
been unpainted for years—the 
growing desire for redecoration 
which again can be satisfied in full 
measure for the first time in many 
years—the increasing emphasis 
upon colgr—all have built up the 
active, @ctual paint market to un- 
precedented extent. 


The dealer who handles high qual- 


ity products, for which a demand - 


has been created and who carefully 
organizes his local effort to take 
full advantage of the national adver- 
tising and promotional program— 
will get the major part of the paint 
business in any community. 


To that end—Pittsburgh offers its 
dealers a complete, high-quality line 
of famous paints for every home 
need. Many of these products in- 
clude exclusive sales features which 


achieve performance results pos- 


sible with no other paints. 
‘ 


Consistent Pittsburgh Paint adver- 
tising in newspapers and magazines 
works constantly to build an 
ever-widening preference for these 
products. 


Pittsburgh Dealers are given sales 
areas which give them ample oppor- 
tunity for volume and profits. They 
are provided with selling and ad- 
vertising helps which establish them 
as home decorating headquarters. 


If you seek a line of quality finishing 
materials and like Pittsburgh’s way 
of doing business—why not inves- 
tigate the possibility of selling 
Pittsburgh Paints in your city or 
town. For complete details, tele- 
phone, wire or write for a copy of 
“DON’T TAKE A CHANCE— 
BE SURE WITH PITTSBURGH” 
which completely explains our 
1947 franchise proposition! 





j@) PITTSBURGH PAINTS 


PITTSBURGH PLATE GLASS COMPANY, PITTSBURGH, PA. 
PITTSBURGH STANDS FOR QUALITY PAINT AND GLASS 
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EDITORS 


Textbooks for Retail Training 


To the Editors: I am anxious to know where we 
can get textbooks covering subjects pertaining to re- ‘ 
tail lumber merchandising which will benefit my 
employees. 

I am holding night schools twice each month with 
my twenty employees and they are really interested. 
We have splendid discussions and are using your re- 
fresher course as published in the AMERICAN LUMBER- 
MAN, but we need some text-books for the boys to 
take home and study. 

I shall appreciate your suggestions.—J. E. DUN- 
HAM, Independent Lumber company, Tulsa, Okla. 

Glad to know you are using the refresher 
course. Other suggestions are in the mail.— 
The Editors. 








Newspapers Garble Hood Speech 


To the Editors: The local press of today (Jan. 23, 
1947) carries a most inflammatory article on what 
they report to be a speech made at Kansas City before 
the Southwestern Lumbermen’s convention by your 
editor. We cannot believe the editor or a magazine of 
the AMERICAN LUMBERMAN’S standing would make the 
statements attributed to Mr. Hood. 

If consistent we would appreciate a copy of his 
speech.—F. D. WHERRITT, president, Sabine Lum- 
ber company, Houston, Tex. 


Fortunately, in Mr. Hood’s case his talk was 
taken down by a stenotypist representing the 
retail association at Kansas City, and you can 
secure a copy of his talk by writing to Mr. J. E. 
Johnston, secretary-manager, Southwestern 
Lumbermen’s association, R. A. Long building, 
Kansas City 6, Mo. You will find that the re- 
porters rather completely garbled what he 
actually did say.—The Editors. 


Reprints of Editorial 


To the Editors: I have read and re-read your (A. A. 
Hood’s) excellent editorial in the January 18 issue of 
the AMERICAN LUMBERMAN & BUILDING PRODUCTS 
MERCHANDISER. 

I have no doubt that you have already had numer- 
ous requests for reprints of it. I would like very 
much to get 150 copies of this reprint to send to all 
our distributors and salesmen. We shall be glad, of 
course, to pay any charges involved. 

In the event reprints are not available, I would like 
your permission to have the material reproduced with 
proper credit, of course, to your good magazine.— 
GUIL ROTHFUSS, advertising manager, Berry Door 
corporation, Birmingham, Mich. 

We are unable to furnish these reprints, but 
we are always glad to have readers reproduce 
material from the magazine when they write 
and ask permission.—The Editors. 
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Get to the bottom of each tree by using a Mall Gasoline 
Engine Chain Saw. This modern power saw cuts trees 
closer to the ground — leaving shorter stumps and in- 
creasing the length of every log. It can be handled with 
minimum clearance and on rough terrain. It can be 
carried anywhere the cross-cut saw can go, for it needs 
no auxiliary equipment for power. 





@ Minimize stumpage 
waste 


@ Add lumber to every 
tree 


@ Reduce fire hazards 












with 


REG. U.S. PAT. OFF. 


CHAIN SAWS 


The Mall Gasoline Engine Chain Saw drops a tree with 
three quick cuts . . . increasing the average daily output 
four-fold. It makes horizontal, vertical and any angle 
cuts . . . facilitating undercutting and bucking. It has 
a throttle and automatic, stall-proof clutch . . . starts 
easily in any weather . . . and runs all day on very little 
fuel. 


IMMEDIATE DELIVERY 
on Mall Gasoline Engine Chain Saws in 24”, 36” and 48” 
capacities. Also Electric and Pneumatic models. 


Take advantage of this opportunity TODAY. Write for name | 
of Distributor nearest you. Demonstrations can be arranged. | 


CHAIN SAW DIVISION 






MALL TOOL COMPANY 


7733 South Chicago Ave., Chicago 19, Ill. 
OFFICES IN PRINCIPAL CITIES 


Mall Gasoline Engine Chain Saws are available in many 
cutting capacities. Also Electric and Pneumatic models. 
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FIREPLACE UNITS 





for ALL Your Customers ! 


More sales—better profits for you—because 
you carry the Bennett line—fireplace units 
to fit every customer’s requirement. Only 
BENNETT builds two types of fireplace 
units, to meet a// building needs. 



























For tightly constructed, fully 
insulated, weather stripped 
homes ‘ 


BENNETT 


FIREPLACE UNIT 


Fresh air, from outdoors, 
is heated and circulated 
thruout the room. No 
loss of expensive furnace 
heat up the chimney... 
no cold, unhealthy floor 
drafts—and no smoke! 


The unit cannot inter- 
fere with the traditional 
beauty of the fireplace 
—it’s hidden within the 
masonry. Mantel may be 
designed with complete 
freedom. ... Easier and 
quicker to build. 





For camps, cottages, southern 
homes, playrooms 


BENNETT 


Warm=-iire 


FIREPLACE UNIT 

















Draws cool air from floor 
level, heats and recircu- 
lates it... throughout the 
whole room! Keeps air 
fresher. Furnishes a com- 
plete form for the mason 
—saves your customers’ 
construction and opera- 
tion costs... No smoke. 
Adaptable to any mantel 
design. 


For ANY Fireplace 


THE SAFETY FIREPLACE CURTAIN 







Write us at 
227 Pine Street 


‘ BENNETT - IRELAND INC. 4 


NORWICH, NEW YORK 





LETTERS 





"Strangling the Goose .. ." 


To the Editors: Weare disturbed by all the infor- 
mation and quotations on lumber and building ma- 
terial since the passing of the OPA. The buying pub- 
lic is greatly displeased and really shows much re- 
sentment. This big spread in prices is far from jus- 
tified in the eyes of the public, and we observe that 
the demand is almost daily growing less, especially 
for lumber and wood products. 

It is really hard to sit still and say nothing or do 
nothing in this situation, and we wonder if there is 
some way to aid in bringing some influence to bear 
in putting a curb on these inflationary prices. 

It simply seems to us that the mills and manufac- 
turers are strangling the goose that lays the golden 
egg.—W. H. MACY, Macy Lumber company, Orland, 
Calif. 


Kansas City Speech Enjoyed 


To the Editors: I enjoyed hearing... (A. A. 
Hood) at the Chamber of Commerce meeting here. 
After the luncheon I asked for a reprint of your 
paper and you suggested I write and send you my 
name and address.—OTTO DUNCAN DDS, Kansas 
City, Mo. 
The magazine is on its way.—The Editors. 


Request for Modern Store Book 


To the Editors: In talking to Mr. Watson of the 
National Lumbermen’s association here in Washing- 
ton, he referred me to you on a question that has 
come to our minds. 

We are doing a bit of “rethinking’”’ on our methods 
of handling customers between our sales counter and 
warehouses in order to try to improve our service 
while not increasing our labor costs unduly. This may 
involve a revision of our stock location. By this I 
mean the storage of our small items; e. g., hardware, 
paint and appliances, in relation to our bulk items; 
e. g., lumber, millwork and wallboards. On the other 
hand there may be many another approach. 

We present our problem to you as we feel a fresh 
approach, based on the experience of other building 
material dealers you have gained in your national pub- 
lication, will be very constructive. A copy of your 
publication on modernization of lumber yards will be 
apprecated. 

Thank you for your trouble—JOHN W. HECH- 
INGER, Hechinger company, Washington, D. C. 

Unfortunately our supply of books on modern 
store and yard design has been exhausted. It 
will be several weeks before we are again able 
to fill orders.—The Editors. 
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PRODUCTION IS THE ANSWER — 
—IN THE OVERALL ECONOMY 
— AND IN HOME BUILDING! 


The question uppermost in everyone’s mind these 
days is: When will general economic conditions at- 
tain a pattern of stability with steady improvement 
in American living standards? 


We all know that we have the money, the materials, 
the machinery and the manpower to make our coun- 
try a veritable paradise on earth. 


We know the economic phenomena that are present 
when a condition of prosperity exists, including — 


High sales volume into ultimate consump- 
tion or use. 


High employment. 


High unit production per man hour and per 
man day. 


High real wages—Reasonable markups and 
stable profits. 


Elimination of all possible operating wastes. 


But the problem is to have all these horses reach 
the barrier at one time. 


One basic answer is to increase the productivity of 
every individual on the production and distribution 
chain of every industry in America while balancing 
production with effective need and demand. 


Nothing short of maximum utilization of our avail- 
able machines and skills will achieve prompt attain- 
ment of these goals. 


This is especially true of the home building 
industry and its two key investment factors — the 
manufacturers of building materials and equipment 
_ the retail lumber and building products mer- 
chant, 


Most building industry manufacturers discovered 
during the war that their lowest costs per unit of 
production were obtained when operating at or near 
plant capacity. 


But even known plant capacity can be surpassed 
through production incentive programs which will 
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cause the human element to give everything they 
have in turning out the greatest possible volume. 
In the retailing area, every dealer’s orbit contains 
a certain number of carpenters, masons, roofers, 
painters, floor layers, tile setters, sheeet metal and 
asbestos workers, and specialists of various kinds. 


There are also various machines, power tools, ready 
mixers, concrete block plants and facilities for pro- 
ducing houses, structural improvments and farm 
buildings. 


Then there are a certain number of supervisory 
people available—contractors, technicians, construc- 
tion superintendents and architects. 


And finally there are the available facilities and 
personnel of advertising, credit convenience and 
creative. selling. 


Every dealer should strive for the full and con- 
stant utilization of all talent, machinery, services and 
equipment available, to the end that continuously a 
maximum number of construction jobs will be com- 
pleted. 


Whether manufacturer or dealer, the effectiveness 
of any company’s program of maximum production 
will be in direct proportion to the production of the 
senior executives. 


This probably means longer work hours for both 
production and retail management —it certainly 
means a high sense of responsibility and greater con- 
centration and intensity of thought and planning. 


Dr. Fosdick in his book On Being a Real Person 
had the words for it—“Living at Our Most Extended 
Point.” 


Only with the widespread application of that prin- 
ciple can we free our economy to exercise its 
maximum power for the common good. 


EDITOR 













As a result of developments in dry 

wall construction, there. is an increas- 

ing insistence that walls and ceilings 

be constructed of crackproof materials. 
This feeling is reflected in repair and 
modernization business as well as in new 
construction. 


In home after home, architects, contractors and carpenters 
have proved it to themselves—the best material for ceil- 
ing repair and modernization is CRACKPROOF Upson 
Panelling: These panels go on easily right over old 
plaster . . . make a ceiling as beautiful as it is durable. 


Like most good building products today, Upson Panels are 
not always available. But start now to list the jobs you’ll do 
more profitably, more satisfactorily when these Panels are 


again in full supply. THE UPSON CO., Lockport, N. Y. 


PACEMAK 


An Upson ceiling comple- 
ments and enhances beauty 
of thelibraryin the Lancaster, 
Ohio, home of Robert Ceisy, 
nationally known lumberman. 


Upson Quality Products 
Are Easily Identified by 
the Famous Blue-Center 
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AN OPEN LETTER 


congress and the President 
To the People, tne Cnited States 
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A Pledge of Public Service 


Adopted by the National Retail Lumber 
Association 
November 1945, At Colorado Sp C 
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CONGRESSMAN Wat Arnold of Missouri (left) and Congressman Jay 
LeFevre of New York (right) review the story of NRLDA presented in 
the December 21, 1946, issue of AMERICAN LUMBERMAN & BUILD- 
ING PRODUCTS MERCHANDISER, with H. R. “Cotton” Northup, secre- 
tary-manager of the National Retail Lumber Dealers’ association. 
Copies of the issue, which made a forceful case for the ability of 
unregimented private enterprise to solve the housing problem, were 
sent to all Senators and Congressmen. 


RESENTING A CLEAR definition of the current 

housing problem, the functioning of the light 
construction industry and the vital importance of the 
retail lumber and building products merchant, the 
Dec. 21, 1946, issue of AMERICAN LUMBERMAN & 
BUILDING PRODUCTS MERCHANDISER was sent to all 
members of the Congress and Senate of the United 
States. : 

From the favorable reaction received, it is apparent 
this issue was a definite help in building prestige for 
lumber dealers and the light construction industry 
in the eyes of the Nation’s lawmakers. 

In the issue the history, objectives and accomplish- 
ments of the National Retail Lumber Dealers associa- 
tion were presented. To show the national scope of 
the organization, a write-up of each of the affiliated 
regional associations was included. To reveal the 
amount of public service inherent in NRLDA policies 
there were included an association activity chart and 
the now-famous Pledge of Public Service which was 
adopted at the 1945 convention of the National. 

Primary purpose of the special presentation was to 
impress the people, the President and the Congress 
with the fact that private enterprise is -efficiently 
organized to solve the Nation’s housing problems and 
can do so if not hampered by an intricate system of 
Federal control and regulation. 

Favorable reaction from a number of Congressmen 
indicate that AMERICAN LUMBERMAN & BUILDING 
PRODUCTS MERCHANDISER made considerable progress 
toward that objective—progress which will indirectly 
benefit every lumber and building products dealer as 
well as the entire light construction industry. 
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Entire operation of Lampland Lumber company, St. Paul, 
Minn., based on effort to interest both employees and 


the public in the business of selling building materials; 


Business With a Personal Touch 


HERE IS A personal touch 
about the advertising of the 
Lampland Lumber company, St. 
Paul, Minn., that is reflected 
throughout the operation of this 
enterprising concern. 

Arthur O. Lampland, president, 
is convinced that the more his peo- 
ple know about the operation of the 
company—why it is making money 
or why it is not—the more valu- 
able that employee will be to him- 
self and his company. 


WEEKLY MEETINGS 

ON THAT basis, a brief meeting 
is held each Tuesday morning. It 
is attended by the heads of depart- 
ments and other discretionary em- 
ployees and usually runs 15 to 20 
minutes along the lines of latest 
developments in all phases of the 
business. 

A meeting may include a discus- 
sion of new products—what’s avail- 
able now and what is likely to be 
available at a later date. Or it may 
be a discussion of sales or office pro- 
cedure. Personnel in charge of in- 
ventory are likely to mention some 
sluggish items that need pushing. 

In addition to the weekly ses- 
sions, monthly meetings are held to 
outline how the entire business is 
progressing. 

“We like to have all our people 
who are intimately connected with 
the business anyhow know exactly 
how we are doing,” said Art Lamp- 
land. “It gives everyone a better 
understanding of what makes 
things click and what doesn’t. At 
one meeting we went over in detail 
all the operating figures of the en- 
tire year.” 


SHARE OPERATING PROFITS 

OPERATING figures have a par- 
ticular interest for most of the 
sales and office personnel at Lamp- 
land’s, since each one of the discre- 
tionary employees shares in the 
operating profits. These are paid 
on a percentage basis of the month- 
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ly salary at the end of the year. 

This bonus is paid ahead of any 
dividends that the company may 
offer. In fact one year the com- 
pany paid a bonus but no dividends. 

“If people know they will share 
in the first profits, the profits will 
take care of themselves,” declared 
Mr. Lampland. “It has the ad- 
vantage of stock ownership with- 
out the disadvantage of invest- 
ment.” 

Personalizing the business activi- 
ties of the company is a policy the 


company has pursued for many 
years. Mr. Lampland is convinced 
that the use of the name of a com- 
pany specialist with his picture in 
connection with a story on building 
materials has more reader interest 
than a straight news story quoting 
the Lampland Lumber company. 


SPECIALISTS QUOTED 
THEREFORE, when Lampland 
announces a new home plan book, 
it is likely to be the president of 
the company who tells the story of 
this new service. This story ap- 








STYLE YOUR HOME 
WITH Paint 


Most homes outside and in- 
side have many character. 
istics, if you will look for 
them, that lend themselves 
perfectly to the most delight- 
ful styling effects. Paint 
styling can give a house an 
entirely different look both 
outside and inside. 


Call our Paint Department 
and let them give you some 
very helpful information on 
styling your home, 


LUMBER 
HARDWARE .- 


LAMPLAND 


LUMBER COMPANY 


MILLWORK PAINT 


INSULATION 





$19 E 8th St CE 8531 











Plan Your 
Dream Home 


NOW! 





Plan your home now for 


building next Spring. Our 
Plan 
will help you incorporate 
all the latest ideas that will 


Service Department 


make your new home as 
modern as tomorrow, 


For Information and 


Advice—See Us 


MILLWORK PAINT 
INSULATION 


LUMBER - 
HAROWARE - 


LAMPLAND 


LUMBER COMPANY 


a9 £E. Sth St CE 853! 
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PLANNING an advertising campaign is not a one-man proposition at the Lampland Lumber Com- 
pany, St. Paul, Minn. Here are the men with ideas; left: to right; Leonard J. Groschen, hard- 
ware; Conrad Engler, service department; Robert H. Andree, insulation; Charles Lampland, 


vice president; 


Frank B. Reitz, industrial department; 


Harlan M. Nelson, sales, and 


Arthur O. Lampland (standing), president. 


pears on the Sunday building page 
of the local paper. It will be the 


only story by a building products 


merchant in’ this section of the 
newspaper. 
If it happens to be a story on 


- paint, Leonard Groschen, manager 


of the paint and ‘hardware depart- 
ment will be quoted as the author- 
ity in the field and his picture will 
occupy a prominent place in the 


story, Robert Andree is quoted in 


stories on insulation, Conrad Eng- 
ler on matters of home service and 
Vice President ‘Charles Lampland, 


| the president’s uncle, on subjects of 


| general ° 


interest—gifts- for, the 


_home around Christmas time, for 
| example: 


In addition to the news ‘story, 


which the company. is permitted to 


' run free of charge, Lampland also 


| takes display space; 


' for example, 
pointed out that Lampland offered - 
anew plan book “with over 2,000. 





one column 
wide and five inches deep. This al- 
ways tiés iri with: the-news story. 
With the story about the plan book, 
the advertisement 


ideas for new homes,” offering in- 
formation regarding plans, materi- 
als costs and financing, all available 
without obligation by calling the 
office of the Lamplarid Lumber com- 
pany. ' 

The Lampland contract is set up 
for 1,000 or more lines each year. 
The company: has never used classi- 





fied advertising as it is felt that 
readers-of those columns expect a 
cheaper type of service. 

The , advertisements are never 


_ prepared more than a few days in 


advance of the deadline, usually 


' Tuesday before the Sunday of pub- 
‘ lication. 


In this way advertising 
is kept seasonal and there is an op- 
portunity for last-minute changes 
in copy as surpluses develop or new 
lines are offered. 

The single restriction in the news 
story bans the'use of trade names. 

The store. also maintains an 
architectural service. Two full-time 


‘architects’ are employed .on the 


Lampland staff for consultation and 
drafting. Prospective home ‘owners 
who are having plans drawn pay'a 
sliding deposit. If the plans lead 
to actual construction, the archi- 
tects fee is credited against the 
cost of building: materials. 
Attractively: - arranged pho t'o- 
graphs fixed to swinging-panels at 


_ eye level make it easy for the pros- 


pective home owner or remodeler 


‘to visualize the completed job. 


These pictures not only include ex- 
terior views but. stairways, kitch- 
en3, baths, living rooms, recreation 
rooms, garage doors and incidental 
jobs. 

Another employe service feature 
is the second-floor relaxation and 
lunchroom. Here between the hours 
of 11 a.m. and 2 p.m. a group of 
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Lampland Shows 
New Finishes 


Among the first truly “post- 
war” paint lines, the new Lion 
Brand finishes:are now on dis- 
play at .Lamp- 
land Lumber 
Co., 419 E. 8th¢ 
st, According to 
Leonard Gros- 
chen, paint and 
hardware de- 
partment man-¢§ 
ager, these fin- 
ishes made by a 
St. Paul con- 
cern, are the 
first in the 
country to offer 
advanced color styling based on 
proven consumer color prefer- 
ences. 

“For both interior and ex- 
terior painting,” says Mr, Gros- 
chen, “Lion Brand finishes, now 
of prewar quality or better, 
offer a broad range of attrac- 
tive colors with which almost 
any personal color preferences 
may be expressed in the best of 
taste. The styling of these color 
lines represents a significant ad- 
vance over ordinary merchan- 
dising practice, in that it is 
based on a continuing nation- 
wide study of consumer color 
preferences . . . not only in 
paint, but in the whole field ‘of 
home furnishings. 


“The personal whims, prefer- 
‘ences or conyenience of. the 
manufacturer or retailer are not 
allowed to influence the choice 
of these colors, which hews 
straight to the line of demon- 
strable knowledge about what 
Mr, and Mrs, America want and 
are using in their homes. 

“The result. is a line of fin- 
ishes of ‘unsurpassed quality, 
color-styled by and - for . the 
home maker in colors which 
are keyed to her taste and cor- 
related with her furniture cov- 
ering, draperies, rugs, bedding 
and.linens. True color harmony 
is thus mot only easy to achieve, 
but is practically a certainty. 
Also; in Lion Brand finishes, 
we offer such a variety of these 
freshly styled colors that decora- 
tion ‘becomes a bold, exciting 
adventure, with no holds barred 
in the gratification of personal 
taste and individuality.” 





L. Groschen 











ONE type of advertisement run by Lampland 


employes are generally found mak- 


ing the most of the facilities—in- 
cluding the hot coffee which is 
brewing at this time. 
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Budgeting -- 


Volume, Profits, Quotas 


LTHOUGH ALL merchants ex- 

ert some management control 
over their businesses, compara- 
tively few of them ever achieve 
complete control—rather they let 
their businesses control them. 
When once achieved, however, com- 
plete control of a business usually 
frees a merchant from worry, 
lightens his load and increases his 
profits. 


Proper budgeting is the only di- 
rect road to complete control. The 
budget is not an end in itself but 
only a means to an end—the objec- 
tive being higher sales volume, 
lower selling expense and greater 
net profits. 


In extreme cases lack of business 
control as represented by a budget 
frequently spells failure. At the 
other extreme are merchants who 
allow preoccupation with budgetary 


matters to blind them to creative _ 


merchandising opportunities and 
thereby fall short of a sales goal 
they could otherwise _ reach. 


THE IN BETWEEN GROUP 


IN BETWEEN these groups are 
a number of dealers with partial 
budgetary control of their busi- 
nesses. Most of these men will find 
that slight improvements in their 
budgeting methods will yield dis- 
proportionately high returns in the 
form of greater sales and profits. 


To budget is to plan your busi- 
ness in advance. It gives you a 
number of specific advantages as 
follows: (1) anticipation of 
probable sales volume for a year 
ahead; (2) ability to set sales 
quotas for each department and 
each salesman; (3 intelligent plan- 
ning and control of expenses for 
each department; (4) determina- 
tion of proper average margin, and 
(5) ability to achieve, within rea- 
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sonable limits, a desirable percent- 
age for net profits. 

It is customary for merchants 
to budget at the end of their fiscal 
year and to plan, at that time, for 
the fiscal year ahead. In times of 
merchandise shortages and unstable 
prices budgeting becomes more dif- 
ficult and less certain but still of- 
fers advantages to the merchant. 
To achieve flexibility in planning 
it is wise to break down the budget 
to show anticipated sales volume 
and expense month by month 
through the year ahead. 


VOLUME AND QUOTAS 


TO PREPARE a sales budget 
figure out the amount of sales you 
feel should be made in the year and 


and Costs 


then divide the sales into months. 
A realistic approach should be used 
in setting the anticipated sales fig- 
ure; it is wise to set it a little high 
so the sales force will have a worth- 
while goal, but not so high that 
they will despair of reaching it 
and become easily discouraged. 
Market analysis can be of tre- 
mendous help to the merchant in 
anticipating his future sales. (Read 
the February 1 issue of AL&BPM 
for an article on market analysis.) 
Equally helpful and more readily 
obtainable is the information de- 
veloped by a study of the com- 
pany’s past sales performance. Ac- 
tual sales records of previous years, 
when studied in the light of chang- 
ing market conditions, form a good 
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reasons as follows: 
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cost and expenses on selling. 





Selling price must include the cost of the merchandise, all, costs of 

doing business and a net profit. The difference between the cost of the 

headieo and the selling price is called margin and is usually expressed 

as a percentage of the selling price. Obviously, the margin covers the 

cost of doing business and the net profit. If expenses are too high, or 
margin too low, net profit will be insufficient. 


Margin is figured on the selling price for a number of very excellent 


1. It represents the true percent made on a sale to a customer. Bas- 
ing margin on cost exaggerates the percentage. A mark-up of 50 per 
cent is only 33.3 per cent of selling price. 


2. Your other retail business figures are based on relation to sees, 
and all business figures should be uniform for ready comparisons. 


Until the sale is made neither margin nor profit is made. 

Taxes, discounts, commissions, etc. are always based on sales. 
Mark-downs are based on selling price. 

Business expenses are figured in relation to sales. 

Total sales figures are generally quickly available from your reco: ds. 
= sg a ae 


‘ . oe “ae ‘ 
8. Because many lost profits can be attributed to figuring margin on 
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MONTHLY SALES CHART 


% of Annual Total 
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HOW ONE dealer charted his sales and stocks by months throughout the year. 


It would have been 


interesting to add another line to the graph to show expenses from month to month. Sales curve on 
this graph reveals the seasonal nature of the lumber and building materials business. Many yards 
today have eliminated some of this seasonal fluctuation by diversifying lines and increasing promotional 
efforts through the winter. A later article in this series will discuss ways to lift the sales valleys and 
maintain higher volume in off months. 


basis for future budgeting. 
During war years and right up 
to the present this business of bas- 
ing a sales budget on past sales 
nas been extremely risky. Sales 
have been easy but merchandise 
has been hard to get. So budget- 
ing from month to month with in- 
ventory and purchasing probabili- 
ties as the base has given the dealer 
a better perspective on business 
possibilities. The currently unstable 
market, however, is gradually. 
trending towards a more normal 
balance between supply and demand 
and orthodox approaches to budget- 
ing will eventually be feasible 
again, ' 


BUDGET FOR SPECIAL PROBLEMS 


ACH individual merchant needs 
a sales budget designed to suit his 
particular problems. He will find 
it interesting and a great sales 
stimulator, 

if the business is department- 
ized, the budget should be planned 
along departmental lines.’ These 
vay widely from one lumber yard 
to another. The complete builder’s 
department store might have as 
m:ny as 20 departments as follows: 


Lumber, plywood and related 
items. 


2. Metal building products. 





10. 


11. 
12. 
13. 


14, 


—_—- 


15. 
16. 


17. 


18. 


19. 
20. 


Windows, doors and millwork. 


. Glass, glass specialties and 


plastic glazing. 
Paint, wallpaper, etc. 
Board products. 


Flooring, floor coverings and 
treatments. 


Roofing, shingles and siding. 


Insulation and weatherstrip- 
ping. 

Heating, plumbing and air 
conditioning. 


Hardware and related items. 
Farm equipment and supplies. 


Electrical supplies and fix- 
tures. 


Bathroom, kitchen and laun- 
dry equipment and appli- 
ances, 


Lawn and garden products. 


Specialty selling items (ga- 
rage doors, awnings, etc.) 


Cement and masonry prod- 
ucts. 


Plaster and plastering prod- 
ucts. 


Clay and tile products. 


Complete building packages 
(homes, garages, farm struc- 
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tures, etc., whether site built 
or prefabricated — also re- 
pairs and modernization.) 


Very few dealers, of course, are 
so completely departmentized. <A 
somewhat simpler departmental or- 
ganization might divide the mer- 
chandise as follows: (1) lumber, 
(2) millwork, (3) roofing, siding 
and specialties, (4 hard materials, 
(5) paint and (6) hardware. 

In any event the budget must be 
prepared to conform to the account- 
ing structure of the company, and 
the dealer cannot budget sales by 
departments which do not: — 
exist on his books. 


STUDY PAST SALES 


The dealer should study his past 
sales performance in each depart- 
ment (particularly for the imme- 
diately preceding year) and also 
consider changing market condi- 
tions, both national and local, to 
determine a sales and expense 
budget for the following year. He 
should also consider seasonal fluc- 
tuations in the activity of each de- 
partment as these will enable him 
to set the quota for each month. 
He should also record how much of 
his business he expects to do in * 
cash sales. 


The completed sales budget 
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arrive at the proper selling price. 


MARGIN MARK-UP 
18.0 22.0 
19.0 23.5 
20.0 25.0 
21.0 26.6 
22.0 28.2 
23.0 29.9 
24.0 31.6 
25.0 33.3 
26.0 35.0 
27.0 37.0 
28.0 39.0 
28.5 40.0 
29.0 40.9 





TRANSLATING MARGIN TO MARK-UP 


In his long-range planning and control it is wise for the dealer to think 
in terms of margin rather than mark-up (see text for explanation). In 
determining the selling price of a certain item, however, it is much sim- 
pler to use a mark-up figure. In the left hand column of this. table find 

_ the, margin (remember that it is a percentage of the selling price) you 
. wish to maintain. The corresponding figure in the right hand.column is 
the, correct mark-up to use—a percentage to be added to the cost to 


MARGIN = MARK-UP 
30.0 42.9 
31.0 45.0 
32.0 47.1 
33.3 50.0 
34.0 51.5 
35.0 53.9 
35.5 55.0 
36.0 56.3 
37.0 58.8 
38.0 61.3 
40.0 -. 6617 
44.4- * 80.0 
50.0 100.0 








should give the merchant the fol- 
lowing figures: 
1. anticipated total sales  vol- 
ume for year ahead. 


2. anticipated total sales vol- 
- ume for each month of the 
year. 


- 8: anticipated yearly sales of 
each department. 


4. anticipated monthly sales of 
each department. 


5. anticipated percentage of 
cash sales. 


EXPENSES 


AFTER the anticipated sales 
volume has been figured the mer- 
chant should tackle preparation of 
an expense budget. In doing this 
he should be careful to differentiate 
between fixed overhead expenses 
and variable sales and operating 
expenses. Most lumber’ yards 
could list and divide their ordinary 
expenses about as follows: 


OVERHEAD EXPENSES 
(FIXED) 


Salaries of owners and officers. 

Travelling expenses of same. 

Rent, heat, light, power and 
water. 

Clerical and bookkeeping §sal- 
aries. 

Depreciation. ; 

Property and corporation taxes. 

Mortgage interest. 

Insurance and licenses. 
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Dues, subscriptions. and’ dona- 
tions. 
_ Legal and auditing. . 
Office supplies and’ stationery. 
Telephone and telegraph. 
Miscellaneous overhead. 


SALES ‘EXPENSES 
(VARIABLE) 


Compensation for salesmen. 

Travelling expense of same. 

Salesmen’s overdrafts (uncol- 
lectible). 

Advertising. 

Loss on bad accounts. 

Miscellaneous sales expense. 

OPERATING EXPENSES , 

(VARIABLE) 

Labor in yard, mill and shop. 

Supplies for yard and mill. 

Truck drivers wages. 

Gas, oil and truck maintenance. 

Payroll taxes. 

Miscellaneous operating ex- 
penses. 


_ PACKAGE SELLING COSTS 


IN PACKAGE selling there are 
frequently additional costs and ex- 
penses. These can usually be at- 


_ tributed .to some or all of the fol- 


lowing factors: sketching and sur- 
veying, estimating, specification 


writing, proposal building, plans, 
financing fees, collection costs, in- 
surance, labor, yard fabrication, 
title documents, taxes, reserve for 
adjustments and repairs, permits, 





inspection costs, credit investiga. 
tion, contractor profit, dealer profit, 
extra advertising, etc., etc. 
Naturally, the dealer shou!d jn- 
clude all of these extra cost: and 
a profit on them in the selling price. 
A study of thesé expenses for 
the preceding year will be very 
helpful in setting the budge! for 
the following year. This budget 
should also be divided into tiie 12 
months of the fiscal year. The 
budget should be adequate but 
every effort should be made to trim 
needless expense and waste. The 
relationship of sales volume to 
fixed expense should be as high as 
possible. In one group of profit- 
able lumber yards it has been found 
that fixed expense averages about 
11.9 percent of the sales volume, 
The next article in this - series 
will give figures gathered from 
successful operations so that deal- 
ers may compare their expense 
percentages with those of other 
merchants. First of all, however, 
it is important for the dealer to be 
imbued with the value of budget- 
ing: and to realize that it enables 
him to have vital information at 
his fingertips and thereby exert 
better control over his business. 
Differentiating between fixed 
and variable expenses gives the 
dealer a more intelligible budget 
and more direct control.. All of 


.these expenses, however, can be 


lumped together under the general 
head of “cost of doing business” 
and constitute an important factor 
in determining margins and profits. 


MARK-UPS, MARGINS AND PROFITS 


IN ANY discussion of retailing 
it is absolutely imperative that 
terms be clearly defined and un- 
derstood. Certain words and 
terms have come to have precise 
meanings and yet are commonly 
confused and misunderstood by 
both businessmen and writers. Par- 
ticularly is this true in the field of 
mark-ups, margins and_ protits. 
Correct definitions as used in this 
article are as follows: 

Profit (sometimes called net 
profit) is not what the owner gets 
out of the business but rather the 
amount of money the _ business 
earns. It is the amount left over 
and above all costs and expenses, 
including a salary for the operat- 
ing owner. 

Margin (sometimes called gross 
profit) is the difference betweven 
cost of merchandise and its selling 
price. Margin is usually expressed 
as a percentage figure and must be 
based on the selling price rather 
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than cost of the merchandise. Thus 
if an item costs $5 and sells for 
$10, the margin is 50 percent. 

Mark-up is often confused with 
margin because its amount in dol- 
lars is the same and it also repre- 
sents the difference between cost 
and selling price. Expressed in 
terms of percentages, however, 
mark-up is considerably different 
than margin because it is based on 
the cost of the merchandise rather 
than the selling price. Mark-up is 
the percentage by which the cost 
of an item is multiplied to get- the 
amount which, added to the cost, 
gives the selling price. Thus if an 
item costs $5 and sells for $10, 
the mark-up is 100 percent. 

Cost of doing business is the to- 
tal of all amounts paid for any ex- 
penses incurred in operating the 
business, with the exception of the 
cost of merchandise. (As noted 
above the dealer should -differenti- 


“ate between fixed and variable ex- 


penses. Nevertheless all of these 
go together to make up the cost 
of doing business. ) 

Remember that the selling price 
is always 100:percent. Margin is 
figured on the selling price and 
mark-up is figured on the cost. Net 
profit is the amount left after the 
cost of doing business is subtracted 
from the margin. 

Although percentage mark-ups 
based on cost of merchandise offer 
the quickest and easiest way to 
compute selling prices, the dealer 
should know under what margin 
he is operating. Since the margin. 
represents a certain percentage of 
total sales volume it can easily be 
compared to expenses, etc., which 
are figured on the same basis. For 
the reader’s convenience a_ table 
with this article translates margins 
into mark-ups and vice versa. 


NET PROFITS CHART 


ANOTHER handy chart with 
this article gives you a rapid way 
to figure net profits. The percent- 
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age figures in the top row repre- 
sent the cost of doing business. 
The first vertical column at left 
shows percentage of mark-up on 
materials. The percentage of net 
profit is shown at the junction of 
the two columns. For example let’s 
take the hypothetical case of a 
dealer with a total sales volume of 
$200,000 a year. His cost of do- 
ing business is 23 percent and the 
mark-up on all of his lines is 
33 1/3 percent. The chart re- 
veals that his net profit is 2 percent 
of his sales volume, or $4,000. If 
his cost of doing business were to 
increase to 25 percent he would 
just break even for the year. If 
he could lower these costs to 20 per- 
cent his net profit would be 5 per- 
cent, or $10,000. If his costs and 
volume would remain: the same, 
he could increase his mark-up from 
33 1/3 to 40 percent and thereby 
raise the net profit to 5.4/7 per- 
cent. 


PRICING FOR PROFIT 


MARK-UP and_=ssales volume 
might be compared to the two ends 
of a see-saw. There is a delicate 
balance between price, volume and 
profit and this is a complicated 
subject in itself which will be cov- 
ered in later chapters. Low prices 
are not the only factor which builds 
high sales volume. Merchandising 
effectiveness is at least of equal 
importance. 

Generally speaking, and assum- 
ing that merchandising effective- 
ness remains constant, it can be 
said that when mark-up is increased 
volume falls, and when mark-up is 
reduced the volume rises. Some- 
where there is a point of balance 
where net profits are greatest 
(greatest, that is, from a dollars 
and cents rather than a percentage 
viewpoint. ) 

This is a highly individual prob- 
lem with most dealers and their de- 
cision must be based on a study of 


their books, rates of turnover and 
local market conditions. Further- 
more it is not usually’ feasible to 
have the same mark-up on all lines, 
so each department of the business 
and each line of merchandise must 
be studied separately. 

High volume and lower prices are 
worthwhile from the standpoint of’ 
both merchant and consumer, but 
a word of caution is necessary. It 
is. surprising how many dealers 
have gone broke taking low mark- 
ups to build volume without ever 
realizing how much sales volume 
must be increased to compensate 
for the lower mark-up. 

On the other hand some dealers 
have maintained higher than neces- 
sary mark-ups, thus artificially re- 
stricting volume and net profits. 

It is the dealer’s average mar- 
gin that is important in his profit 
picture. In normal times competi- 
tion imposes a rigid limit on the 
size of the mark-up that can. be 
applied to most types of materials. 
On the other hand some types of 
merchandise can carry rather high 
mark-ups. Items which have style 
or color that gives them unusual ap- 
peal are in this group. Unusual 
and hard-to-find merchandise is 
definitely-entitled to higher mark- 
ups. Articles with low turnover 
rates should be marked up higher 
than items which can be turned 
several times a year. 

Merchandise which involves un- 
usual selling or delivery expense, 
service to customers, etc., should 
rightfully be marked-up higher 
than easy-to-sell, easy-to-handle, 
rapidly moving merchandise. 

Here again a detailed study of 
past records will give the dealer 
his clue as to how each type of 
merchandise should be priced. 


NEXT ARTICLE IN THIS SERIES: 
The March 1 issue will present figures 
gathered from operating statements of 
other retailers so that dealers can 
compare them with their own. 





How to Figure Net Profits on Sales 


In the top row of percentage figures, you'll find your cost of doing business. In the first column at left. 
you'll find mark-up on materials. To find your percentage of net profit, note figure at the junction 
of these two columns. As for example, if your cost of doing business is 23% and your present mark-up 
is*40%, your net profit is 5 4/7%. 
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_200 40 89 38 87 36 35 84 33 32 $1 80 29 28 27 26 25 





Bui_p1nc Propucts MERCHANDISER, February 15, 1947 





55 
















ae 





ON THIS wall the customer finds wallboard, insulation, samples of millwork, etc., 
which the salesman is indicating. 
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Everything at a Glance 


NE OF THE most potent ex- 

tra-sales merchandising ideas 
developed by the Central Hardware 
company, St. Louis, is a sample 
merchandising room at the rear of 
the Easton avenue store in Wells- 
ton, Mo., where customers await- 
ing lumber orders. are exposed to 
displays of nails, builders’ hard- 
ware, insulation, wallboard, mill- 
work and a dozen other supply 
items. 

Central has taken advantage of 
a natural pause which- occurs in 
lumber purchasing to interest cus- 
tomers in fixup items which may 
be valuable in small-scale remod- 
eling around the home, or even in 
building a complete new house. 
When a customer buying lumber 
arrives at the store, he parks his 
car, and is told by an attendant or 
by signs on the side of the build- 
ing to go into the lumber office at 
the rear of the hardware store, give 
his order, and pay for the lumber. 
He must then wait a few minutes 
while the lumber is sawn or located. 
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These few minutes of waiting 
time have proven immensely valu- 
able as an opportunity to suggest 
building supplies, hardware, paint 
and other lines. Therefore, every 
inch of wall space in the lumber 
office is devoted to sample merchan- 
dising of insulation, nails, mill- 
work, wallboard, tools, finished 
doors and sash, and paint. 


WELL TRAINED SALESMEN 


TWO salesmen occupy desks at 
the rear of the room for accepting 
lumber orders and relaying them 
by intercommunication to the lum- 
ber shed. Both men are trained in 
tinker work and can suggest and 
sell any building merchandise in 
the inventory. Thus, sales of $50 
and $60 in millwork and other sup- 
plies are not unusual, where the 
customer had originally come in to 
pick up $4 or $5 in lumber. 

Responsible for this is the ex- 
cellent display policy developed by 
David Oxenhandler, general man- 
ager. On the rear wall are three 


samples of popular wallboard, with 
descriptive strip signs which name 
the pattern, and give square foot 
prices, plus information on ap- 
plication. Beneath this are set bags 
of rockwool insulation from famous 
national lines, with complete in- 
formation and prices. whith quote 
definite amounts for insulation 100 
square feet in batt form, or by 
blower for 40 ‘square feet, etc. To 
provide extra incentive for cus- 
tomers interested in doing their 
own attic insulation work, Central 
provides a free blower service, con- 
sisting of two machines which are 
delivered to the customer’s automo- 
bile along with the insulation. Cus- 
tomers gladly cooperate in using 
the blower equipment and return- 
ing it quickly, the St. Louis con- 
cern has found. 

On the left wall of the room i: a 
3x6 foot panel of varnished, stained 
hardwood in which more than ‘00 
brass hooks are set to display sam- 
ples of molding. During the war 
this choice was cut considerab'y. 
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WHILE tailored lumber customers wait, these men saw the stock in the mill outside. 


Wall displays of nails, insulation.and millwork 


step-up remodeling sales for St. Louis company. 


Nevertheless there -are always at 
least a score of popular molding 
strip designs which appeal to the 
prospect’s eye. 


NAIL SAMPLES MOUNTED 


GOING still further, Central has 
designed a rectangular board on 
which are mounted 57 nail samples. 
This was developed when a sur- 
vey of customer buying habits re- 
vealed that the average customer 
was vague and indecisive about or- 
dering nails simply because he 
didn’t know. the names or sizes in- 
volved. Therefore, a simple panel 
two feet by six inches is used to 
tell the whole nail story at a glance. 
Common nails, brick siding types, 
shingle nails, finish nails, tacks and 
lath nails are included, each with a 
tiny card which identifies it, gives 
the size and the price per pound. 
Almost every customer who buys 
lumber for any purpose orders nails 
after seeing this panel—and there- 
fore, the nail display is frequently 


used as an opening wedge between 
lumber salesmen and their pros- 
pects. 

A table in the room is used to 
display wall tiles, interior banisters 
and stair rails, window hardware, 
tools and a dozen accessory items. 
Some time ago, when a carpenter’s 
new nail box was inadvertently left 
on this table, a customer bought it 
—and Central’s mill work depart- 
ment has been manufacturing these 
ever since, to be sold from the lum- 
ber office. A nail box is suggested 
to every nail customer, of course, 
resulting in a pleasant extra in- 
come. . 

In the front corner of the room 
are ‘six samples of full-finished 
doors from the millwork shop, and 
in two others corners are china 
cabinets and whatnots likewise pro- 
duced by the company to order. 
Opposite the small-item table, five 


samples of window cornices are . 


tacked up on the wall. Three of 
these are painted, one in two-tone 
colors, to give the potential mill- 
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work customer an-idea of what 
can be accomplished with decora- 
tive valances or cornices in his 
home. 


COMPLETE STOCK AT A GLANCE 


OTHER wall.areas are devoted 
to soundproofing, to sash, displays 
of brick siding and similar items 
—actually a complete resume of 
the Central building materials 
stocks. at a glance. 


Selling policy is never to men- 
tion any of these items until after 
the lumber order is written up and 
dispatched to the shed. Then the 
lumber salesman asks his customer 
whether he is fixing up the house, 
pbuilding a new addition, etc., and 
uses the convenient wall displays 
to suggest whatever items are in- 
ferred. As outlined above, the nail 
display panel frequently is the main 
step from interest to sale—and few 
customers ever leave the lumber 
sales office without a thorough ap- 
preciation of Central’s complete 
building products stock. 
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pee Tire he prices 
have been compiled'to show trends ‘since 1929. § war 
hes a It i 
oy serve 
refere 
NET PRICES -- FOB MILL : 
: 1938 
1929 1930 1931 1932 1933 1934 1935 1936 1937 
(NRA tn Effect) High 
SPECIES AND ITEMS Low | High | Low | High | Low | High | Low | High | Low | High | Low | High | Low | High | Low | High | Low | High 

DOUGLAS FIR: 45.00 
1x4” B & Btr. VG. Fig. 36.50 | 39.00 [2950 {39.00 [2200 | 3050 |1950 | 2225 | 2850 | 43.50 | 31.25 | 34.00 | 37.00 |3950 |3850 | 4250 | 36.75 | 4325 mr 
1x4” B & Bir. FG. Fig. 20.50 | 24.50 | 15.00 {21.00 | 13.00 | 17.00 [11.75 |1S.00 | 23.00 | 3325 | 2200 | 2475 |21.00 |23.00 [24.00 | 26.00 | 25.00 | 31.00 TH 
1x6" B & Btr. #106 Sdg. 27.50 | 32.00 | 19.25 |28.25° [15.25 | 2050 [13.75 | 1675 | 25.00 | 36.00 | 24.75 | 27.50 | 25.00 | 28.00 | 23.50 | 2850 | 26.00 | 320 1900 
2x4"—16' #1 Com. S4S (Dry) 16.00 | 20.00 [1200 {17.25 | 10.25 | 13.75 [10.25 |11.758 | 22.00 | 30.75 | 1750 |19.75 }17.50 | 20.00 |14.00 | 19.50 | 17.00 | 2200 
RED CEDAR SHINGLES: s | 3.20 
5/2" 16" #1 XXXXX 2.35 3.00 155 | 235 135 1.70 1.25 1.80 140 | 250 | 235 | 250 230 | 315 | 250 | 265 2.45 | 3.00 
PONDEROSA PINE: 1750 
1x12" #3 Com. S4S 19.00 | 20.00 [1425 {1950 [1200 | 1650 | 9.50 | 12.00 9.75 | 18.50 | 17.50 | 19.25 }| 1750 |1950 }15.00 | 17.50 | 15.00 | 2025 3500 
5/4" #1 Shop S2S 32,00 | 40.00 }2150 | 29.00 | 2050 | 2650 | 20.50 | 2350 | 19.75 | 30.75 | 27.25 '|30.75 | 25.00 |28.00 |26.00 | 29.50 | 31.00 | 40.00 $6.25 
1x6” C. Sel. S4S 5209 | $5.00 }| 35.75 |5250 | 31.75 | 39.75 | 27.00 | 31.75 | 25.25 | 38.00'| 35.25 | 40.00 } 3650 | 41.80 |41.00 | 45.00 | 49.00 | 6200 : 
IDAHO, WHITE PINE: 24.00 
1x8" #3 Com S4S 20.75 | 2350 | 19.00 | 23.50 -] 16.25 | 19.00 | 12.75 | 15.25 | 10.25 | 1900 | 1750 | 1950 {17.50 | 21.25 }1950 4 21.00 | 20.00 | 2600 650 
1x8” C. Sel. S4S ‘6900 | 73.50 } 55.00 |60.00 | 45.50 | 55.00 | 39.00 | 43.75 | 33.00 } 43.25 | 40.50 | 45.25 | 41.50 | 51.25 |39.00 | $1.00 | 51.50 | 67.00 
WESTERN WHITE SPRUCE: 

(B.C. and Alberta Base, 1942-45) 18.75 
1x8” #3 Com Surfaced 17.00 | 21.00 } 16.75 | 2000 }| 1250 | 1650 | 1200 | 1500 | 1350 | 18.00 | 15s0 | 17.50 | 18.00 | 20.00 {17.50 | 20.75 | 20.00 | 23.00 150 
2x4" #1 Dimension S4S 1850 | 21.00 | 14.00 |1825 | 1250 | 1450 | 16.75 | 1450 | 1200 | 17.00 | 17.50 | 21.75 | 16.00 | 19.00 }17.00 | 19.00 | 16.00 | 21.25 = 

EASTERN SPRUCE: é 28.00 
1x8" #1 (Merchantable) Surf. 3175S | 35.25 | 28.00 | 33.25 | 20.00 | 27.00 | 14.00 | 21.00 | 16.00 | 21.00 | 18.00 | 22.00 | 1950 | 23.00 | 24.00 | 27.00 | 25.50 | 33.00 250 
2x4" #1 (Merchantable) Roh. 24.75 | 27.50 } 19.00 | 2650 | 1600 | 1950 }| 13.00 |.16.00 | 16.00 | 1750 | 1400 | 18.00 | 17.00 | 20.00 | 21.00 | 26.00 | 23.00 | 25.75 ~ | 350 
Yexl¥a"—4' #1 Lath 3.25 5.00 2.09 3.00 1.85 2.60 2.00 | 2.60 1.80 2.10 | 2.10 2.25 2.00 3.00 | 3:00 4.25 3.00 | 47$ 
SOUTHERN YELLOW PINE: - of BO | 65.00 
1x3” BS Btr VG. Fig. 63.00 | 68.00 | 55.90 | 6309 | 4200 | 48.00 | 28.00 | 42.00 | 30.00 | 48.75 | 46.00 | 48.75 | 53.00 | 60.00 | s8.00 | 67.00 | 5e.00 | 7500 0 | «00 
1x3‘ B & Btr. FG. Fig 33.00 | 4000 | 30.00 | 35.00 | 2000 | 2800 | 16s0 | 20.00 | 2000 | 35.00 | 3225 | 35.00 | 34.00 | 38.00 | 34.00 | 4200 | 38,00 | 47.00 200 
1x5" B & Bir. Sdg Pat. 105-106 | 40.00 | 43.00 | 28.00 | 3800 | 22.00 | 2800 | 19:00 | 21.00 | 17.00 | 36.00 | 31.25 | 36.00 | 33.00 | 39.00 | 35.00 | 44.00 | 37.00 | 46.00 450 
48" #1 Piaster Lath 3.75 4.50 3.00 3.50 150 | 2.80 1.50 | 2.00 2.00 | 3.25 | 3.00 | 3.25 3.00 3.50 | 275 |. 3.25 3.25 |. 375 i800 
1x8" #2 Com. S4S or S/L 1850 | 2400 | 1600 | 1950 ]13.50 | 16.50 } 11.50: | 1250 | 11.50 | 19.00 | 1350 | 19.00 } 15.00 | 19.00 | 15.00 | 2200 |. 14.50 | 23.50 ® | 2100 
2x4" #1 Com S4S 20.02 | 2609 | 1800 | 2080 | 14.00 | 18.00 | 13.00 | 18.00 | 13.00 | 2400 | 2250 | 24.00 | 16.00 | 21.00 | 18.00 | 24.00 | 17.00 | 27.00 ® | i750. 

{ae : 
2x4" #2 Com. S4S 19.03 | 21.00 | 1509 | 20.00 8.00 | 16.00 | 7.00 | 10.00 7.00 | 20.75 | 18.25 | 20.75 | 12.00 | 18.00 }| 1450 | 21.00 | 13.00 | 23.00 0” | 1700 
tx6" D2S & CM (Ga. Roofers) 16.00 | 19.50 | 1300 | 16.00 9.50 | 13.00 7.50 | 10.00 6.50 | 16.00 | 11.50 | 18.00 | 12.50 | 1450 | 14.00 | 19.50 | 15.00 | 21.90 ; 

OAK FLOORING: : - ® | 63.00 
1x3” Clear Plain White 67.75 | 76.00 | 6750 | 72.25 | 46.50 | 65.00 | 36.00 | $0.25 | 38.00 | 61.75 | 65.25 | 65.50 | S0.00 | 65.00 | s0.0q:| 75.00 | 63.00 | 9600 0 | S600 
1x3” Select Plain White $8:09 | 6750 | 46.50 | 59.00 } 35.25 | 46.00 | 30.50 | 40.75 | 33.25 | 53.25 | 59.75 | 61.75 | 43.00 | 55.00 | 42.00 | 60.00 | s2.00 | 7300 | 48.00 

} | 
1x3” #1 Com. Plain White 4375 | $425 | 38.00 | so.00 | 21.75 | 3250 | 23.75 | 31.25 | 24580 | 42.75 | 45.00 | 4750 | 3600 | 45.00 | 38.00 | 49.00 | 4s.oc | 6000 a 
— 

MAPLE FLOORING (Norther) P| BBs | 69.75 
1x3" Ist Grade 67.00 | 86.50 | 71.25 | 64.00 | 45.50 | 66.50 | 38.75 | 45.50 | 42.00 | 64.00 } 59.50 | 6400 | 56.00 | 59.50°°| 58.00 | 64.75 | 67.25 | 75.75 nn 
1x3" 2nd Grade $400 | 72.00 | 61.75 | 70.00 | 35,75 | $6.00 | 29.00 | 35.75 | 32.25 | $3.00 | 49.00 | S400 | 47.50 | 5200 | 50,25 | se.2s° | 60.75 | 66.75 80 | 4600 
1x3" 3rd Grade 3409 | 50.00 | 38.00 | 46.00 | 21.75 | 37.00 | 16.00 | 20.75 | 20.00 | 38.00 | 38.00 | 4050 | 38.75 | 39.75 | 39.75-| 4250 | 44.25 | 4875 
DOUGLAS FIR WALLBOARD: , . pee Be } 0 | 2280 
49x96"—14" — , is eed te ee on ea ae fee ee ee oe oe ol ae 
OUGBAS FiR DOORS: ; Me | 80% 
#1 (Base Discount) 82% | 75% | 84% | 78% | 88% | 80% | 90% | 84% | 91% | 79% | 793% | 79% | 82% | 78% | 839% | 78% “1 81% | 75% 

DOUGLAS FIR GARAGE DOORS: 1 S25 | 00 
1%" —8x8 6.00 6.90 5.15 | 6.50 3.35 5.70 | 3.50 | 4.75 3.25 | 590 | 5.90 | 6.00 5.50 | 6.50 5.25 | 6.25 5.50 | 675 
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‘eb THESE PAGES is one of 
the most unusual charts a 
business Magazine has ever been 
privileged to publish. It was pre- 
pared by the Biddle Purchasing 
company and shows actual prices 
that firm paid for lumber from 1929 
until 1946, inclusive. 

As the figures speak for them- 
selves no editorial comment is ne- 
cessary, but a word of explanation 
is in order. These figures do not 
give average prices. The figures 
represent actual transactions and 
record both the highest and the 
lowest price paid by Biddle in any 
given year for the species, grades 
and types listed. Figures show net 
prices, F.O.B. mill. 

An interesting comparison is af- 
forded by the small table at the 
upper right of this page, which 
goes back even farther to show 
prices on two items during World 
War I and after. 

It is suggested that dealers pre- 
serve these two pages for future 
reference. 








WEST COAST FIR PRICES 
DURING WORLD WAR | AND AFTER 


U. S. Entered War in April 


July 
January 
July 


Armistice in November 


January 
July 
January 
July 
January 
July 
January 
July 
January 


B & Btr.- 
V.G. Fir Fig. 

1917 

1917 $36.00 
1918 39.00 
1918 43.00 
1918 

1919 43.00 
1919 47.00 
1920 79.00 
1920 73.00 
1921 53.00 
1921 49.00 
1922 51.00 
1922 49.00 
1923 51.00 


+1 Com. Fir 
2x4—16' 


$21.00 
20.00 
21.00 


18.00 
24.50 
33.50 
26.50 
13.50 
10.50 
11.50 
15.50 
18.50 
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1908 1939 1940 1941 1942 1943 1944 1945 1946 
Celling Ceiling Ceiling 
High | Low | High | Low | High | Low | High | Low |Colling |High | Low | High | Low | High | Low | High | Low | High SPECIES AND ITEMS 
POUGLAS FIR: 
4300 | 31.00 | 41.80 | 3250 | 43.80 | 3980 | 73.00 | 55.25 | 60.00 | 60.00 | 60.00 | 60.00 | 60.00 | 60.00 | 60.00 | 60.00 | 70.00 | 136.00 | 1x4” B & Btr. VG. Fig. 
moo | 2025 | 2850 | 2200 | 3400 | 3050 | 47.75 | 41.50 | 45.00 | 45.00 | 45.00 | 45.00 | 45.00 | 45.00 | 45.00 | 45.00 | $5.00 | 121.00 | 1x4” B & Bur. FG. Fig. 
| 27 00 24 50 | 32.00 | 26.00 | 39.00 37.00 | 46.00 | 46.00 | 50.00 | 50.00 $0.00 | 50.00 $0.00 | 50.00 | $0.00. | 50.00 | 60.00 | 126.00 1x6" B & Btr. $106 Sdg. 
i900 | 1850 | 2200 | 1925 | 25.25 | 2480 | 30.75 | 90.25 | 33.00 | 33.00 | 33.00 | 3450 | 3350 | 3450 | 3450 | 35.50 | 38.00 | 83.50 | 2x4"—16' #1 Com. S4S Dry) 
RED CEDAR SHINGLES 
32 | 260 | 300 | 295 | 205 | 250 | 42s | s7s | 400 | 400 | 400 | 435 | 435 | 435 | 435 | 455 | 455] 12.00 | 5/2* 16" #1 00K 
PONDEROSA PINE: - 
1750 | 1650 | 2025 | 1650 | 2750 | 25.75 | 29.50: | 2850 | 31.00 | 31.00 | 31.00 | 34.00 | 34.00.| 34.00 | 34.00 | 35.00 | 35.00 | 79.50 | 1x12" #3 Com. S4S 
300 | 3025 | 3300 |3025 | 34.00 | 3400 | 41.00- | 37.75 | 43.00 | 43.00 | 43.00 | 43.00 | 43.00 | 43.00 | 43.00 | 43.00 | 43.00 | 87.50 | 5/4” #1 Shop 82S 
s |s625 | sooo | $525 | 4800 | se2s | saso | soso | 57.00 | 63.00 | 63.00 | 63.00 | 63.00 | 63.00 | 63.00 | 63.00 | 63.00-]. 63.00 | 111.50 | 1x6" C. Sel. S4S 
: ree IDAHO WHITE PINE: 
{2400 | 20.725 | 24.75 | 24.00 | 30.00 | 30.25 | 35.00 | 30.25 | 3350 | 3350} 3350 | 3650 | 36.50 | 36.50 | 36.50 | 37.50 | 3750] 82.00 | 1x8” #3 Com. 4S 
6650 | 65.50 | 6700 | 57.00 | 67.25 | 59.75 | 65.25 | 6450 | 70.00 | 70.00 | 70.00 | 70.00 | 70.00 | 70.00 | 70.00 | 70.00 | 77.00 | 114.50 | 128" C. Sel. S4S 
WESTERN WHITE SPRUCE: 
B25 (B.C. and Alberta Base, 1942-45) 
1075 | 1550 | 19.25 } 19.00 | 2400 | 2400 | 2680 | 27.25 | 3428 | 3325 | 33.25 | 40.75 | 40.75 | 40.75 | 40.75 | 40.75 | 4250 | 6450 | 1x8" $3 Com. Surfaced 
1650 | 1450 | 1800 | 1750 | 21.75 | 21.50 | 2650 | 26.75 | 29.75 | 2850 | 2850°] 36.25 } 36.25 | 36.25 | 3625 | 9625 | 38.00 | 63.00 | 2x4” #1 Dimension S4S 
2800 | 25.75 | 29.00 | 28.75 | 33.25 | 31.00 | 37.00 | 35.75 | ........ 37.00 | 45.00 | 48.00 | 48.00 | S250 | S250 | S250 | 48.00] 85.00 | 1x6” $1 (Merchantable) Surf. 
2350 | 21.00 | 25.00 | 22.75 | 28.25 | 30.00 | 3400 | 33.25 37.00 ] 37.00 | 40.00 | 39.00 | 41.50 | 41.50 | 41.50 | 41.50 | 75.00 | 2x4” #1 QMerchantable) Rgh. 
ms} 380 | 110 | 200 | 155 | 200 | 210 | 435 | 4.30 | ...... 47s | 475] s7s | 575} S75 | S75 | S75] 575} 1200] %xl%"—4' #1 Lath 
: SOUTHERN YELLOW PINE 
) | 6509 | 53.00 | 65.00 | 57.00 | 6400 | 5250 | 65.00 | 63.00 | 68.00 | 68.00 | 68.00 | 68.00 | 68.00 | 68.00 | 69.00%} 73.008] 77.00 | 134.00 | 1x3" B & Br. VG. Fig. 
M } 43.00 | 34.00 | 43.00 | 37.00 | 46.00 39.00 | $0.00 | 47.00 | 53.00 | 53.00 53.00 | 53.00 53.00 | 57.00 | S8.00* | 62.00* | 66.00 | 120.00 1x3” B & Btr. FG. Fig. 
4200 | 36.00 | 44.00 | 37.00 | 46.00 | 42.00 | 48.00 | 47.00 | 51.00 | 51.00 | 51.00 | 51.00 | 51.00 | 57.00 | 58.00*| 60.00*] 62.25 | 120.00 | 1x6” B & Bir. Sdg. Pat. 105-106 
0 | 450 4.25 4.75 4.60 5.10 4.00 5.50 soncesvee 6.00 | ........ wonnee fL secheneee 6.50 7.50 7.50 12.00 | 48” #1 Plaster Lath 
| 1800 | 17.00 | 25.00 | 18.00 | 30.00 | 22.00 | 30.00 | 28.80 | 30.00 | 30.00 | 33.00 | 37.00 | 37.00 | 40.00 | 40.00 | 4200 | 45.25] 75.00 | 1x8" #2 Com. S4S or S/L 
m | 21.00 | 17.00 | 25.00 | 1950 | 31.00 | 24.00 | 30.00 | 30.00 | 3400 | 34.00 | 35.00 | 38.00 | 37.00 | 40.00 | 40.50 | 4450 | 46.25] 80.00] 2x4" #1 Com. S4S 
| 1780 | 15.00 | 22.00 | 16.00 | 28.00 | 21.00 | 27.00 | 2450 | 30.00 | 30.00 | 30.00 | 34.00 | 34.00 | 38.00 | 9850 | 4250 | 4425] 75.00 | 2x4" #2 Com. S4S 
# | 1200 | 15.00 | 21.00 | 17.00 | 30.00 | 21.00 | 30.00 | 2850 | 30.00 | 30.00 | 34.00 | 37.00 | 37.00 | 40.00 | 40.00 | 42.00] 45.25| 80.00] 1x6” D2S & CM (Ga. Roofers) 
ry OAK FLOORING 
® | 63.00 | 57.00 | 68.00 | S425 | 68.00 | 6550 | 73.50 | 6250 | ...... 70.75 | 80.00 | 99.00 | 99.00 | 99.00 | 99.00 | 99.00 | 109.00 | 195.00 | 1x3” Clear Plain White 
W | $6.00 | so.00 | 62.00 } 50.80 | 64:50 } 57.00 | 66.50 | $9.00 67.25 | 76.00 | 94.00 | 9400 | 9400 | 94.00 | 94.00 | 103.50 | 189.00 | 1x3” Select Plain White 
H | 48.00 | 42.00 | se.00 | 46.00 |'s¢.00 | S625 | 64.25 | 55.25 66.25 | 71.00 | 88.00 | 88.00 | 88.00 | 88.00 | 88.00 | 97.00 | 180.00 | 1x3” #1 Com. Plain White 
é MAPLE FLOORING (Northern: 
68.75 | 39.00 | 64.25 -| $7.75 | 66.25 | 63.00 | 7250 | 75.00 | ....... 76.75 | 93.0 | 102.85 } 10285 | 105.00 | 105.00 | 105.00 | 114.50 | 140.50 | 1x3” Ist Grade 
2 | 61.75 | 49.75 | s3.00 | 49.00-| 61.00 | s925 | 6850 | 7075 | . ... 7250 | 8850 | 97.35 | 97.35 | 9950 | 99.50 | 99.50 | 108.50} 13350 | 1x3" 2nd Grade 
2 | 00 : 3400 | 3750 | 35.00 | 46.25 | 46.25 | 55.00 | 562s 60.00 | 73.00 | 90.30 | 90.30} 82.00 | 62.00 | 82.00] 8950] 110.00} 1x3” rd Grade 
0 DOUGLAS FIR WALLBOARD 
280 | 2280 | 2280 | 2375 | 2660 | 2660 | 31.80 | 26.60 | 30.00 | 30.00 | 3300 33.00 | 33.00] 33.00 | 33.00 | 33.00 | 43.00] 80.00 | 48x96"—-4" 
R og ; DOUGLAS FIR DOORS 
| 80% | 83% | 79% “| 79% | 73% | 73% | 69%] 74% | 72% | 72% |. 72% | 694% | 69% | 694% | C9H% | BOHN | 61% | 30%] #1 (Base Discount) 
525 ' DOUGLAS FIR GARAGE DOORS: 
600 : 525 | 625 } +625 [-675 | 650 | @s0 | 760 | 800 | 800 | s00{ 800 | 800} 800} 800 {- 800] 900] 16.00} 1%”—8x8 
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PARTY-ROOM laundry is a kitchen-laundry 
which is a natural for parties because it is 
big and open and has plenty. of counter 
space. There's also room for a dining al- 
cove, home freezer and luncheon table. 


Photos and information: General Electric 
company, 7 
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WHY not combine the laundry with the maid’s room, an extra guest 

room or even a den. Just that has been done in this dual-purpose 

laundry and it works out fine. With automatic laundiy equipm2nt 

there is no spillage. so it is perfectly feasible to use ii in g 
dressed-up room. 


The Laundry Joins 


SEWING-CENTER laundry is actually a kitch- 
en-laundry with a well equipped sewing core 
ner. Soft lighting, glass block and a big 
picture window provide plenty of illumina- 
tion. The laundry equipment is Iaid out 
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a If THERE is space for a complete electric laundry all by itself, 


bet here is a suggested L-shaped layout. From any point in the laundry 
in a the home-maker can look out through two big picture windows. 


A chute brings soiled clothes down from the second floor. 









1s |the Living Quarters vi silane eee nae 


and garage can be easily adapted to a one- 
= aes ~ wall laundry—and the otherwise unused 
ts breezeway space is put to additional use. 





kitch- 

g core LUXURY in laundries—a dual-purpose .room 
1 big which can also be used as a sitting room, 
mina- with a rug on the floor. The room serves 
1 out as a sewing room and a household plan- 


ing room. 








» 


« - e 
IN THIS combination room, the automatic 
wndry equipment is an extension of one 
‘eg of the U of the kitchen. 
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Set an intelligent quota for yourself. With a definite 
objective to shoot at you can accelerate your progress. 


How Much 


Can You Sell in a Year? 


Pp) oains THESE PAST few years salesmen have 
“ been asking themselves “what can I get to sell?” 
rather than “how much can I sell?” Particularly has 
this been true of lumber and building products sales- 
men. Chances are you have been able to sell every- 
thing you could get—and could have sold much more 
had it been available. But the time is rapidly ap- 
proaching when there will be plenty of merchandise 
and-you will be striving to increase sales to build your 
income. 

Whether he is compensated on commission or 
straight salary every salesman knows that his income 
depends on his accomplishments. He knows that he 
must turn in a certain minimum volume of sales per 
year to justify his remaining on the payroll. A few 
years ago many dealers figured that minimum at 
$15,000 per year, but because of changed conditions 
they now expect $35,000 to $40,000 yearly production 
from each full-time salesman. This, of course, is an 
average figure and actual quotas vary widely from one 
company to another, depending on local conditions. 

If the salesman has initiative he will not be satis- 
fied with a minimum performance even though it does 
enable him to hold his job. He will want to produce 
more than is expected of him and make a real name 
and high income for himself. 


, MANAGE YOURSELF 

GOING out with burning zeal and undirected en- 
thusiasm won’t accomplish much. Enthusiasm is es- 
sential but must be controlled and directed. The suc- 
cessful salesman sets a definite goal for himself and 
schedules his time and efforts so he can reach that 
goal. Although he recognizes authority and works 
willingly under the direction of his sales manager, 
he also sales manages himself and the territory as- 
signed to him. He establishes a quota for himself— 
and usually it is higher than that set by his sales 
manager. 

ESTABLISH A QUOTA 

REPEATED studies of successful lumber and 
building material salesmen reveal that nearly all of 
them have three things in common: 

1, ‘They start with a burning desire to do the job— 
and do it well. They are interested in measuring up 
to the standards set by the best salesmen in the in- 
dustry and they are willing to pay the price in time, 
study and effort, because they know that these things 
bring success. 

2. They have a definité goal. They plan a year 
in advance to establish a quota for themselves and 
then break it down into monthly and weekly quotas. 
They know that any big job is easier when broken 


down into small parts and tackled separately. In this 
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‘Sizing Up Your Sales Opportunities, the first lesson in 





IN A SERIES OF LESSONS FOR 
CONSUMER SALESMEN OF LUM. 
BER AND BUILDING PRODUCTS 














way they always have an immediate target to shod 
at and do not dissipate their efforts by flying in al 
directions at once. 

3. They plan their work. They know that con. 
petitive salesmen have just as many hours per year as 
they do, but they are determined to make their hours 
count for more. So they schedule their time well in 
advance to employ all sales techniques and devices 
with maximum effectiveness and at the best time, 

Main purpose of this article is to help you establish 
a personal quota. Subsequent lessons will deal with 
organization of time and use of the proper sale 
techniques. 

Many factors must be considered in establishing 
your personal sales quota. Naturally, the potential 
in your immediate territory imposes a_ theoretical 
limit to how much you can sell in a year. (It is sug- 
gested that you see the January 4 issue and review 


















this series.) 

In most territories, however, the potential is’ high 
enough that you will never quite reach it even if you 
utilize all your time to maximum advantage. From 
a practical standpoint the real limit to how much 
you can sell in a year is your ability to organize your 
time and use effective selling techniques. 

The types of materials, products, packages and serv- 
ices offered by your company will naturally determine 
what you can sell. The nature of the territory you 
work will determine to a large extent the type of 
things you can sell. For these reasons you cannot 
expect much outside help in setting your goal. It 
is a personal and individual matter—although your 
employer or sales manager will be glad to help you. 

On the consumer selling front there are ten major 
divisions to the light construction field. Nearly every- 
thing you have to sell will fall into one or another of 
these ten divisions. They have been given in a pre 
vious lesson but are important enough to repeat: 

1. New homes—ready for occupancy and built to 
order. 

2. Repairs, remodeling, alterations, additions and 
improvements for homes. 

3. Farm building and farm improvements. 

4. Small commercial buildings—industrial and i 
stitutional maintenance and improvements. 

5. Yard fabricated and portable huildings of all 
kinds, including sections of dwellings. 

6. Roofing, siding, insulation and specialty applice 
tions. ° 

7. All types of construction material for contrat- 
tor sales, including the supply of materials to operative 
builders and heavy construction. 

8. Constructon materials for industrial uses. 
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9, Over-the-counter and eye-appeal merchandise. 

10. The mechanical equipment of a home. 

The first step in planning your personal quota is to 
study these ten divisions and obtain the answers to 
these questions. 

(a) During the year ahead does your company in- 
tend to promote business in all ten of these divisons 
or will it concentrate on a limited number of them? 

(b) Will you be permitted to sell in all ten divi- 
sions or are you expected to specialize in sales of a 
certain type? 

(ec) What is the market outlook and sales potenvial 
in your territory for each of the divisions you are 
expected to sell? 

Answers to these questions will give you some of 
the information you need, but to be practical in setting 
up a quota you should know what other salesmen have 
actually accomplished. For this purpose two typical 
eases are presented here. These are based on a 
study of actual sales performance but it must be re- 
membered that they represent a hypothetical average 
and cannot be adopted to your individual case with- 
out the modifications or enlargements necessitated by 
local conditions. 

CITY SALESMAN 

FIRST case is that of a salesman working for a 
lumber yard in a medium sized city. His company 
carried a wide selection of materials and sold con- 
sumer building packages such as new homes, re- 
modeling jobs, etc. This man restricted his sales ac- 
tivities to the city and did not spend any time in the 
surrounding farm market. He spent an average of 
three mornings (1% working days) per week in the 
salesroom selling counter merchandise. The rest of 
his time was spent in outside sales work. 

Operating this way he was covering divisions 1, 2, 
4,6, 7, 8 and 9 of the ten major market divisions 
listed above. His total material sales for the year 
amounted to $40,600 and divided approximately as 
follows : 

Six new homes: $12,000. 

24 home improvement jobs: $6,000. 

Two commercial jobs: $1,000. 

24 roofing, siding and insulation jobs: $6,000. 

Sales to contractors and builders: $6,000. 

Sales to industrial users: $4,000. 

Counter merchandise: $5,600. 

These figures show only the value of the materials 
he sold. Since the packages also carried. charges for 
planning and labor their selling price was consider- 
ably higher than indicated above. 

This sales performance of $40,600 worth of ma- 
terials in a year was considered satisfactory but not 
outstanding. ~ 

From these figures it is deduced that the value 
of materials in the average roofing or. siding job is 
$250 and that the same figure applies to the average, 
home improvement job. Materials in the small houses 
this man sold averaged $2,000. If his yard had car- 
ried plumbing, heating and mechanical equipment, his 
material sales might have averaged about $3,500 per 
house. 

FARM SALESMAN 

NEX T case is that of a man concentrating his ef- 
forts in a rural market and selling building packages 
to farm ers. His total material sales for the year were 
$39,700 divided as follows: 

Three new farm houses: $6,000. 

Five new barns: $8,500. 
$1,400. 


Four machine sheds: 
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24 hog houses: $3,600. 
24 poultry houses: $2,400. 

24 repair jobs, including remodeling, roofing, siding 
and insulation of homes and barns: $6,000. 

12 miscellaneous jobs such as fencing, silos, water 
systems, windmills and grain bins: $4,800. 

Portable and yard fabricated buildings: $7,000. 

Here again these figures represent value of mate- 
rials only and not the complete price of the struc- 
tures. (With the exception of the portable and yard 
fabricated buildings.) This performance was also 


considered quite satisfactory but not record-breaking. 


WHAT YOU CAN DO 

THE hypothetical cases given above are practical 
because they conform closely to recorded performances 
turned in by actual salesmen. This does not mean 
that they necessarily represent practical quotas for 
you. Your ideal quota might be either larger or 
smaller, depending on many factors. And although 
these examples might help you determine your quota, 
only you and your employer will know how to adopt 
these performances to what might be expected in 
your territory. 

Salesmen generally fall into four types. 

1. The order-taker who will wait on a customer and 


‘book his order without shcwing any spark of crea- 


tive ability. 

2. The technician who has a good understanding of 
his products but no real understanding of how to en- 
thuse customers to buy. 

3. The personality man—who has added to his tech- 
nical knowledge the ability to get along well with 
people. 

4. The creative salesman who does a real job of 
selling and servicing the customer. 

The order-taker will hit the minimum sales level. 

The technician will probably sell $10,000 more per 
year than the order-taker. 

The personality man will average $10,000 entatar 
sales per year than the technician. 

The creative salesman is limited only by the market 
potential in his territory. Top producers have been 
known to sell $150,000 worth of materials in a single 
year. 


NEXT LESSON: “Preparing Yourself for Creative Selling” 
will be covered in the March 1 Issue. 


QUIZ FOR CONSUMER SALESMEN—LESSON 4 








1. What three things do most successful lumber 
and building material salesmen have in com- 
mon? 

2. Why is it important to have a definite goal? 

3. Does the successful salesman usually have a 

“personal quota” which is higher than the 
me set by his sales manager? 

4. our opportunity apt to be seriously lim: 
ited by the market potential in your territory? 

5. Have you reviewed Lesson Number | of this 
series? ‘ 

6. Have you memorized the ten major divisions 
of the light construction field? » 

7. Which of these divisions are most. important’ - 
to your company—in your territory? 

8. Have you set your personal sales goal for the 
year ahead? 

9. What are the four general types of salesmen? 

10. Which type will be most successful? Are you 
deteratand to be that type? 




















Handling Hard-to-Do Jobs 


By placing a strong emphasis on machines of all types and sizes 
this company is ready at all times to do intricate or hurry-up 
jobs in lumber fabrication — from cabinets to ties for Arabia. 


A REPUTATION for the ability 
te handle hard-to-do jobs in 
lumber fabrication helps draw 
many customers—and profitable 
orders—to the South City Lumber 
and Supply company, South San 
Francisco, 

It is a reputation that didn’t just 
happen, but one that the company, 
under the leadership of I. E. Hor- 
ton, president, set out definitely to 
build, and goes all out to maintain. 
The result is that difficult jobs in’ 
fabrication, manufacturing and 
milling are brought to South City 


Lumber for solution. Sales of both 


lumber and service follow. 

This policy is maintained in the 
realization that the company, lo- 
cated in the highly competitive San 
Francisco area, needs to stand out 
in order to get a worthwhile share 
of business. Situation in a highly 
industrial zone led to a strong, 
though by no means exclusive, em- 
phasis on this type of operation, 
but it serves many kinds of cus- 
tomers other than business or in- 
dustrial firms. 

The statement of Mr. Horton 
that, “We are not interested mere- 
ly in selling so many board feet of 
lumber,” is the key to the thinking 
behind this policy. 


To undertake efficiently a wide 
variety of jobs, from the very 
small order for an individual cus- 
tomer to the large one for a big 
industrial concern, machines are 
necessary. The South City com- 
pany has built up one of the widest 
ranges of machinery for lumber 
fabrication on the Pacific coast, 
and is constantly adding to its 
equipment. 

Among the machines getting con- 
stant use are multiple boring ma- 
chine, double-end cutoff saw, chain 
mortiser, hollow chisel mortiser, 
profile sticker, two planers, match- 
er, drum sander, belt sander, auto- 
matic door boring machine, resaw, 
gang rip saw, straight line rip saw, 
cutoff saw, dowell machine, end 
tenoner and sash and door sticker. 

Emphasis must be placed on ma- 
chines, H. M. Schaur Jr., manager 
of the firm’s lumber and hardware 
departments, points out, because 
without them it is impossible to 
undertake highly specialized jobs 
and to give the best possible de- 
liveries to customers at a price 
satisfactory to them that will also 
return a profit from the operation. 

TIES SHIPPED TO ARABIA 

AN EXAMPLE is the case of a 

recent order from an oil company 


for several thousand ties to be 
shipped to Saudi Arabia for use jn 
the construction of a trestle. The 
order required dapping each tie 
for the two tie plates and the bor. 
ing of several holes for spikes and 
bolts. 

South City’s staff developed a 
special head that permitted the 
dapping to be done in one single, 
fast operation for each plate. Bor. 
ing of the holes had to be done in- 
dividually until the firm was able to 
acquire a multiple boring machine 
that would do that phase in dnother 
single operation. Result, of course 
was the fastest possible handling of 
a big order. Without the equipment 
—and the know how—it would 
have been. impossible either to get 
the order or to carry it out prop- 
erly. The methods developed and 
the equipment acquired in them- 
selves become tools that will be use- 
ful again in the future. 

This particular job is just one of 
the most recent in a long series of 
orders of a kind not likely to be 
seen by most retail lumber dealers 
—but their unusual qualities 
dramatize the sort of opportunities 
that may be opened up by the alert 
dealer. 

The South City company sup- 


AUTOMATIC saw sharpener, left, is a part of the machine shop. Sections of overhead sliding doors 


fabricated at the shop are being sanded at right. 
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plied the ties for the San Francisco 
Bay bridge when it was being built 
ten years ago. The ties had to be 
cut to templates, many of them in- 
dividual, to fit the bridge specifi- 
cations. 
HELPED EQUIP FREIGHTERS 

DURING the war the firm per- 
formed all the ship’s joinery work 
for the series of freighters built 
at the South San Francisco yard 
of the Western Pipe and Steel com- 
pany. Special screen doors were 
fabricated in large numbers for the 


army for use in camps and outposts. 


in the South Pacific area. Doors 
have been built for shipment to 
Panama; fish cutting blocks” to 
South Ameri¢a—and ladders have 
even been forwarded by air to 
Hawaii. 

One order, also for the oil com- 
pany, meant the fabrication of lum- 
ber for buildings in Arabia. 

Although such orders are not un- 
common, the major share of fabri- 
cation and milling naturally lies in 
more usual fields, such as the build- 
ing of parts bins or the construc- 
tion of overhead, sliding doors for 
business establishments or the 
erection of kitchen cabinets for a 
home. Besides the heavy and varied 
milling machinery, a fully equipped 
cabinet shop is maintained. 

Backbone of these operations is 
the availability of the equipment 
to do the work, and the ability to 
use it properly. 


MACHINES DO MANY JOBS 


“THE machine setups must be 
especially engineered to undertake 
many jobs,” Mr. Schaur points out. 
To do this, and to perform the 
vital function of maintenance, the 
South City firm has its own ma- 
chine shop. No effort is spared to 
make machines do the work wher- 
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ENTRANCE view of South City Lumber and Supply company shows the office and the large 
identifying sign. 


ever they will perform it efficiently 
or make it easier for the workers 
to do their jobs—from adapting a 
machine to do a particular job to 
the use of small electric hoists 
throughout the plant to assist with 
lifting and handling wherever pos- 
sible. To speed operations and con- 
serve space, an automatically con- 
trolled dry kiln has been installed 
to dry lumber within a few days 
that otherwise would require stor- 
age of many months. 

Capacity of the yard to under- 
take these hard-to-do jobs, both 
large. and small, does far more 
than just sell the lumber required 
and the fabrication, according to 
Mr. Schaur. Such orders bring with 
them the opportunity for sales of 
allied items, such as hardware or 
paint. With the. army order for 
screen doors went sales of screen- 
ing and hardware; with parts bins 
goes the sale of paint, and so on. 
It is a rare job that will not pro- 


AT WORK, left, on a wardrobe in the cabinet shop of the company. Dappling ties, right, in one 
operation. This was on the order of several thousand. sent to Arabia. 


duce one tie-in sale of some build- 
ing product. 

Some standard items are fabri- 
cated in stock sizes, but the bulk 
of the operations in the milling 
and remanufacturing departments, 
which are superintended by Henry 
Wynn, lies in custom orders. 

Though heavy emphasis is laid 
upon fabrication by the company, 
it is by no means a specialty to the 
exclusion of other important serv- 
ices. The firm also operates a large 
hard materials and ready-mix con- 
erete division and a well-stocked 
hardware and building’ products 
store as well as, of course, hand- 
ling straight lumber sales. 

The character of the operations 
of the company, which was estab- 
lished in 1908, may best be de- 
scribed by the remark of R. L. 
Stevens, vice president, “We are 
either a big small company, or a 
small big company. I don’t know 
which.” 
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AVE YOU THOUGHT of build- 
ing profits through the sale of 
water systems to your farm cus- 
tomers? If you are organized to 
do a service selling job in the coun- 
try, you can sell the actual pump 
and perhaps do the installation 
work, too. But, if like so many 
material dealers, you have not 
taken on a line of pumps, you can 
still profit from this type of sale. 

In many areas there are springs 
on the hillside or seeps in the pas- 
ture. Either of these sources of 
water can usually be developed to 
supply a good share of the water 
needed on the average farm. In de- 
veloping this water there is need 
for cement, lumber, roofing, insula- 
tion, clay pipe, valves and fittings. 

To the farmer a hillside spring 
offers the best possibilities for 
from these springs, water can be 
piped to the buildings and water- 
ing troughs on lower lands. Pump- 
ing expense is eliminated as the 


siorage tank 


water en al 
Wateial Sates 
Diagram showing water supply line. 


Through Spring Water Development 





‘FARM HOUSE 





















By J. F. SCHAFFHAUSEN 


water flows downhill by gravity. 
When the distribution pipes are 
placed below the frost line;-a year- 
round supply is possible, especially 
when the watering tanks are of in- 
sulated construction. 

These springs have their origin 
in a stream of water that moves 
down hill through the tiny pass- 
ages that lie on top of a more im- 
pervious layer of clay or rock. The 
water at the surface actually perco- 
lates from these numerous small 
openings. To improve the flow of 
this type of spring, it is necessary 
to excavate uphill to expose the 
seeps until a good flow of water is 
developed. In making this trench, 
care must be taken not to dig 
through the clay or rock. If this 
layer is broken it is possible that 
the flow will be reduced or stopped. 
In the bottom of this trench a 4- 
inch line of drain tile should be 
laid. The joints between tiles must 
be covered with an 8-inch wide 
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strip of burlap before the trench 
is refilled with crushed stone. This 
stone should not be smaller than 1 
inch in diameter and the fill must 
be at least 6 inches above the pipe. 
Over this stone, place a few alter- 
nate layers of sand and gravel be- 
fore replacing the top soil. 

This trench with its drain tile, 
stone or gravel fill will become ‘the 
collection reservoir that will in- 
crease the flow at the mouth of the 
spring. The low end of the pipe 
can be terminated in the top of a 
reinforced concrete collection tank 
that has sufficient capacity to pro- 
vide the farmstead with a steady 
supply of water. This tank should 
be located so that the water enter- 
ing from the spring comes in above 
the overflow pipe. If a head of 
water is built up in the tank the 
back pressure on the spring may 
cause it to divert the stream in an- 
other direction. 


If the spring does not overlay 
an impervious strata of soil or rock, 
but is due to a depression of the 
land below the surrounding water 
table, as in low rolling country, the 
problems are different. Here 4 
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The top of this tank should be 
covered with a spring house that 1s 
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Drawings: Johns Manville Sales cor 
poration. 
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large enough to work in. The house From the spring house water can points where water is needed an 
should provide screened openings be piped to the house, barn and electric or gasoline driven pump 
to allow ventilation but keep out watering troughs in the pastures. will move the water to where it is 
birds, same and stock. If the spring is lower than the needed. 
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SALES office and parking area of the 





Broscious Lumber company. Note the large windows through 
which the floor displays can be seen by those driving into the yard, and the large doors leading 





into the store. The offices are in the wing at the left. 


See tiie UW Y lige : 
in the Susquehanna Valley 


Pennsylvania dealer believes in policy of guiding his customers 
in making the right purchase rather than just selling products. 


BROSscrous LUMBER company, 

Sunbury, Pa., is a building ma- 
terials and construction concern 
that has developed, through the 
years in the rich farming and in- 
dustrial area of the Susquehanna 
valley. 

This local wealth, plus the tra- 
ditional thrift of central Pennsyl- 
vania people, has put a_ special 
mark on the business practices and 
the social pattern of this part of 
the state. 

For generations the Susquehanna 
people have had the means with 
which to buy what they have really 
wanted. Neighboring metropolitan 
areas have introduced plenty of 


_ city ideas. But the thrift of the 


early settlers still conditions local 
business, and the merchant who 
forgets this is likely to find him- 
self in a tough spot. Goods and 
services must be worth what they 
cost, must measure up to the Penn- 
sylvania idea of what is useful and 
right. 
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Henry and David Broscious are 
among the best known and success- 
ful merchandisers of building ma- 
terials and services in central 
Pennsylvania. Last year they built 
an office, display and sales plant, 
representing their carefully de- 
veloped idea of a one-stop sales and 
service station. They regard this 
plant as a set of tools for applying 
the policies of the company, and 
among these policies are those hav- 
ing to do with the Broscious re- 
sponsibility in guiding customers. 


STILL BIG CONSTRUCTION DEMAND 

“PRICES at present,” Henry 
Broscious said, “are pretty high. 
Unless there is a real buyers’ 
strike, starting outside the con- 
struction industry and covering 
much of the general market, I doubt 
if building prices come down very 
much. There'll be some adjust- 
ments. Some prices are definitely 
too high and must come down. Per- 
haps others, all things considered, 
are too low. But unless there is a 


general refusal of the public to buy, 


‘I don’t expect building costs to re- 


cede much. There’s still a big 
demand for new construction, and 
there’s a large amount of money 
available. 

“But it is a responsibility when 
buyers ask what the long future of 
building prices are to be and what 
they ought to do. If an elderly per- 
son wants a house and has the 
money to pay for it without en- 
dangering his living, I go over the 
project with him and suggest that 
he build. Suppose he does pay $20,- 
000 for a house that, at the end of 
his life, may not be worth much 
more than half that amourt on 
the market. No one knows what 
it’ll be worth; but the guess i: that 
it’ll be worth less than it cost: But 
he’ll have had the comfort of !iving 
in it.” 

_ ADVISE VETERANS CAUTIOUSL‘ 

“WHEN a veteran comes it, 
that’s a diflerent matter. He’s 4 
young man. Usually he must bor- 
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Easter to Sct’ 


Proved for twenty years! 


@ Home and camp builders everywhere are including 
a fireplace in their plans. They want a proved, 
scientifically designed fireplace that will take the 
guesswork out of construction. They want a fireplace 
that circulates heat and will not smoke. The Heatila- 
tor will give them these advantages. 


People have confidence in the Heatilator name. 
They trust and respect the Heatilator record that has 
been proved in thousands of homes and summer 
camps all over America for two decades. That’s why 
the Heatilator is easier to sell! 


Every Heatilator sale gives you another satisfied 
customer, added good-will, and a reputation for 
handling dependable merchandise. Write today for 
dealer information. Heatilator, Inc., 442 East Brighton 
Ave., Syracuse 5, N. Y. j 








*HEATILATOR is the registered trade name of Heatilator,fInc, ’ 


Cineutates Beat... Wilt Hot Sinoke 


'HEATILATOR Fireplace 


7. Me Bec. w. S$. PAT. OFF. 
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government sets up construction 
standards that may not be too high 
in themselves but that do make the 
house costly. The veteran probably 
would get through this year all 
right, but before he gets that mort- 
gage paid off he’s likely to be in 
serious trouble. Maybe it’ll be five 
years or ten years from now. Well, 
it’s hard on. a young man to lose 
his home... I’m very cautious 
about advising veterans, except in 
special and unusual circumstances, 
to build at present. This may 
change. But at the present time I 
| don’t feel like taking such a re- 
sponsibility. There should be a 
| large amount of building and re- 
| pair and remodeling that can be 
justified from the customer’s point 
of view. But I’m not urging young 
veterans to build now, if they must 
undertake the carrying of large 
mortgages.” 

The one-stop service started with 
a customers’ parking area along the 
north side of the new building. The 
sales room has a long range of 
large windows, along the street and 
next to the parking area. The place 
is built for the usual type of silent 
salesmanship, save that the display 
tables with the rounded ends, the 
compartment tops and the two 
lower shelves are of especially good 
design and fit the architectural 
style of the room. They were de- 
signed and built in the company’s 
own mill, and there are seven or 
eight of them. 

Floor space is utilized for special 
displays; such as yard fence and 
gates, fire places, sinks, plumbing 
fixtures, etc. The company has a 
store downtown, at which it sells 
paint and wallpaper. There are dis- 
plays of these lines in the yard 


























row a large part of the money. The | 


SPECIALLY built display tables are 





dern and good looking. The oval design makes it easy 
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for customers to move around the table and the compartment top stimulates impulse sales. 
The top is cut back from the lower shelves, so that the items there can be displayed fo best 
advantage. 


sales room, chiefly to bolster the 
down-town store and to send in- 
terested customers there. 


SCIENTIFIC MERCHANDISING 


THIS company. believes so thor- 
oughly in modern, scientific mer- 
chandising, and also in the theory 
that such merchandising can be 
taught, that it has arranged a spe- 
cial way of getting merchandising 
information of all kinds to the men 
on the staff. The office goes through 
the technical, trade and popular 
magazines, the bulletins, brochures, 
economic letters, etc. Then a list 
of names, with a list of articles 
and items opposite, is made up and 


fastened to the cover. These make 
the rounds and come back, initialed, 
to the files. Four copies of AMERI- 
CAN LUMBERMAN & BUILDING PROD- 
UCTS MERCHANDISER, . needed be- 
cause of the interest in so many 
articles, are sent from the main of- 
fice throughout the store. 

In addition to the offices, sales 
room, lumber and building material 
warehouses, the Broscious people 
operate a large planing mill and a 
construction company. Except for 
the paint and wallpaper store, 
which is downtown, the other de- 
partments mentioned are. located 
in the big area adjoining the 
offices. 









NAIL display case makes it possible for customers to choose the 

items they wish to purchase. The wide, flat top ‘of the case offers 

zoom for displaying a variety of products in the builders’ hardware 
line. The sales desk is at the rear of the display room. 


THROUGH the large expanse of window can be seen this display of 

lawn fencing and gates. This display is arranged so that it will 

attract interest from people passing the store and from people who 
have already come in to shop or look around. 
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“GIVE ME A METAL CASEMENT 


STORM -SASA EO 
OW THE OWTSIOE! 


Yes, 4,065 building supply dealers out of 4,500 we 
asked, stressed outside storm sashing as the most-wanted 
feature in a residential metal casement. They realize 
there is no substitute for a really insulating overall 
storm sash to protect the whole window from dirt, 
snow, rain, Corrosion, condensation and frosting. 


Mesker’s “American Home” Window was designed 
especially to meet this No. 1 dealer specification. It is the 
only metal casement with outside storm sash providing 
the ideal insulating requirement of 2-inches of dead 
air space for maximum winter protection and comfort. 






HOW MESKER’S 
CASEMENTS 


are OUTSIDE 
storm-sashed! 
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Protruding hinges on casement win- *!'! 
dows have hitherto prevented outside 
storm sashing. So Mesker developed | 'j/ 
a Close-Set Expansion Hinge. This dai 
permits washing all glass from in- }/}j 
side, yet closes so snugly outside abe 
storm sash can be applied within a 
2-inch space as shown above. Yes, 
the entire “American Home” win- 
dow, storm sash, casement, screens 
and space for Venetian blinds all fit 
within a 6" wall...ideal for frame 
construction. And it comes packaged | , 
in standard sizes, wood surrousilll 
and outside trim attached, ready to! 

install by semi-skilled labor. site 


MESKER BROTHERS + He 
4344 GERALDINE, ST. LOUIS 15, MO; yi 
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~ Recent Dealer Conventions 


CAROLINA-VIRGINIA 


Virgeson elected president; 
building trends discussed 


JOHN Virgeson Jr. was elected 
president of the Carolina-Virginia 
Lumbermen’s club at the annual 
meeting held at Sir Walter hotel, 
Raleigh, N. C., Jan. 21. 

Other officers elected were: John 
J. McPoland, first vice president; 
Ira C. Triplett Jr., second vice 
president; George HH. Roberts, 
secretary-treasurer; Joe W. Mc- 
Laney, Cy S. Beard, Wayne Osborn, 
Harry O. Lawrence and Cliff 8S. 
Jones, directors. 

The Manteo room. ofthe hotel 
was nearly filled with members and 
guests when .President J. W. Mc- 
Laney called the meeting to order. 
Members took action to place the 
club on record against state and 
federal control of. timber cutting 
practices, also changing the unit 
standard of log measurement from 
he Doyle scale to the International 
@ecale and the closed shop and check 


S@urrent building ‘trends were 
ageuissed by ©. T. Parsons, edi- 
p Southern Lumber Journal, 
fexsonville, Fla. Charles M. John- 
on, treasurer of North Carolina, 
iiked on Treasury Conditions in 
Worth Carolina. Following a din- 


ner, Carl Goerch, editor, State 
Magazine, Raleigh, N. C., enter- 
tained with jokes and anecdotes. 
Because of the pressure of per- 
sonal business, Secretary-Treasurer 
H, W. Sholar asked the club to ac- 
gept his resignation. Both Secre- 
tayy-Treasurer Sholar and Presi- 
dent McLaney were given a rising 
-Wote of thanks for their services. 


NEBRASKA 


Dealers told to prepare 
‘for coming buyers’ market 


FAIR-MINDED, enterprising 
retailers have nothing to fear from 
the return of the buyer’s market, 
J, L, McCullough, district manager, 
Jahns-Manville Sales corporation, 
tald the 56th annual convention of 
the Nebraska Lumber Merchants 


aggoaciation. 
Vee as to quality, not price, is 


traybling most consumers, added 


My, McCullough. He said customers _ 
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NEW president of the Nebraska Lumber Merchants association, Arthur W. Melville (left), 
Broken Bow, shakes hands with retiring president Frank Lightner, St. Edward. At the left is the 
association's new vice president, O. N. Flaten, Gering. , Secretary Phil Runion is-on the right. 


will continue to demand reasonable 
value for money expended. 

More than 750 retail lumber mer- 
chants registered for convention in 
the City auditorium, Jan. 27-29. 
Featured speakers included Gov. 
Val Peterson and John T. Flynn, 
noted author and economist. 

About 650 retailers and their 
wives crowded the ballroom and 
private dining rooms of Hotel Pax- 
ton for the annual banquet, floor 
show and dance. 


OFFICERS ELECTED 


ARTHUR W. Melville, Broken 
Bow, was elected president, suc- 
ceeding Frank Lightner, St. Ed- 
ward. O. N. Flaten, Gering, was 
elected vice president. Other officers 
are Phil Runion, secretary, and 
W. A. Keitges, assistant secretary, 
and Harold Holmquist, national 
director. 

President Lightner opened the 


convention by. warning against a 


price war with the return of a 
buyer’s market. 

“With a changeover from a sell- 
er’s to a buyer’s market, the think- 
ing of all of us will be changed,” 
said Mr. Lightner, “The buyers will 


once more quote our competitor’s 
prices. He will once more demand 
service and more service. Human 
nature will assert itself again. 
Some of us are going to start price 
cutting whether it is justified or 
not. A fair price will still be the 
right answer and heavy price cut- 
ting will bring the same result as 
it always did. Lower prices that 
jeopardize our ability to stay in 
business will help no one. 


RUNION REPORTS 


ALLUDING to the fight against 
discriminatory legislation fought 
by the association throughout the 
year, Secretary Runion declared: 

“To defeat such legislation will 
not be easy and one of the thigs 
which will make the job difficult is 
the outrageous tactics of West 
coast wholesalers and many of the 
lumber manufacturers: in seeing 
how high they can advance prices. 

“These same people left no st«1e 
unturned to prove to the Admin :s- 
tration that immediate decont’ol 
was essential if lumber was-to °¢ 
produced and homes built. Now tat 
they are relieved of controls it 
seems to be a contest who csi 
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Its what's /vs¢de that Counts! 





a beauty is practical design in a car. But 
it pays to remember it’s what’s inside the hood that 
matters. 


It’s what’s inside that counts with quality building 
products, too. Hidden, imside values the eye seldom 
sees. That’s why building-wise people insist on Celotex 
Building and Insulating Products. 


They know the raw materials that go into Celotex 
are the best that nature can grow and money can buy. 


And rigid production controls all along the line 
guarantee uniformly high quality of every product 
bearing the Celotex name. 


Tireless laboratory research perfects materials and 
methods still more... helps to maintain Celotex lead- 
ership year after year. 


These, plus more than a quarter of a century. of 
building materials “know how,” are the invaluable 
ingredients in every Celotex product. m 


They make a big difference in performance... in 
long life and. low cost maintenance. A difference that 
has proved its value on hundreds of thousands of 
building jobs of every kind. 

* 
There aren’t enough of these famous Celotex 
products to go around mow—but steadily increas- 


ing production is making Celotex materials grad- 
ually available in larger quantities. 


Building Board Celo-Rok Sheathing and Wallboard 
Interior Finish Boards Celo-Rok Anchor Lath and Plaster 

Celo-Siding 

Rock Wool Insulation 


Cemesto Flexcell 


Triple Sealed Shingles 








THE CELOTEX CORPORATION CHICAGO 3, ILLINOUS 
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charge the most for his product. 
Production costs apparently have 
no bearing. It has all the appear- 
ances of a public auction. 


“The public was fed up on price 
control, but these disgraceful prac- 
tices could quickly cause people 
to change their minds and the pub- 
lic support in opposing government 
controls which we had in the past 
will be less evident than it was a 
year ago. 

“Unfortunately, you as a retail 
dealer, must take the blame for 
this condition as the public fails to 


consider that your prices are gov- ° 


erned by what you must pay. the 
manufacturers.” 


Secretary Runion announced that 
periodic yard appraisals, yard in- 
spections and insurance analyses, 
dropped during the war,. will now 
be resumed along with other im- 
portant association activities in- 
tended to promote the interest of 
members. 

Speaking on the subject, Profit- 
able Merchandising Practice in a 
Buyers Market, -Mr. McCullough 
said the secret of successful mer- 
chandising is a maximum turnover 
with a minimum inventory commen- 
surate with the market in which 
you are operating. 


RETAILER MUST BE INFORMED 


THE speaker warned retailers 
that the buying public is better in- 
formed than before the war. Con- 
sequently the successful dealers 
must know something more than 
grades of materials and where to 
buy them. He must be able to 
answer consumer’s questions in- 
telligently. 


“The responsibility of becoming 
informed rests on our shoulders,” 
asserted Mr. McCullough. “We 
must know something more about 
the farm market. Many farmers 
have more invested in implements 
than they do in buildings. Farm 
buildings are not nearly as eco- 
nomical and efficient as the machin- 
ery on these farms. The farmer 
should come to you for counselling 
as to the proper type of buildings 
he should have and you should be 
able to help him. Someone in your 
organization should be capable of 
counselling the farmer in relation 
to his building problems.” 


Phil Crapo, public relations di- 
rector, Western Pine association, 
said the industry’s six billion foot 
production in 1946 was the greatest 
output in any peacetime year and 
declared. the production outlook 
bright with an expectation of five 
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billion feet annually in the years 
ahead. 

With an upsurge in production 
costs, including cedar logs and 
labor costs, shingle prices will not 
go back to their previous low levels, 
Virgil Petersen, public relations 
director, The Red Cedar Shingle 
bureau, Seattle, predicted. How- 
ever, production is increasing. 


POINTERS ON ADVERTISING 
- CONSISTENCY is the most im- 


_ portant single factor in advertis- 


ing, J. E. Chandler, general man- 


‘’ ager, Independent Refiners Service . 
corporation, Wichita, Kans., told: © 


the retailers. He said more local 
advertising fails because it is spor- 
adic and poorly planned than for 
any other reason. He urged dealers 
to use not only newspapers, radio 
and direct mail, but to advertise at 
their placGe of business by offering 
appropriate novelties. 

Advertising in itself, pointed out 
Mr. Chandler, will not ‘make a sale. 
Its main purpose is to reduce con- 
sumer resistance, easing the proc- 
ess of getting the goods into the 
hands of the ultimate consumer. 

Lowell Welsh, director of the 
Nebraska Trade school at Milford, 
outlined the work being done at 
that institution in training build- 
ing mechanics through diploma and 
certificate courses. W. A: Keitges, 


secretary, Midwest Mortgage Serv-~ 


ice company, Lincoln;~spoke on 
Your Financing Service. 
Resolutions adopted by the asso- 
ciation called for the repeal of the 
Emergency Price Control law, the 
Veterans Emergency Housing act 
and the War Powers act and the 
discontinuance of subsidies to 


manufacturers of building ma- 
terials. 
INTERCOASTAL 
Distributors’ association has 


14th session in New York City 

TRANSPORTATION problems 
were among the leading items on 
the agenda of the Intercoastal Lum- 
ber Distributors association at its 
14th annual meeting held at the 
National Republican club, New 
York, Jan. 27. 

Chairman A. P. Leatherbury said 
the association has been helpful in 
solving problems created by the 
tug and shipping strikes. Rail and 
water rates, members were told by 
Mr. Weller, are now under inves- 
tigation by ICC. Coast-to-coast 
shipments have been hampered by 
government allotment of cars for 
grain shipments’ to Europe. 

Steel has opened a new war on 
lumber which the National Lumber 


Manufacturers association is help- 


ing combat, F. S. McNally said in 


his legislative report. Peter § Stone, 
editor of F. W. Dodge’s Cons true. 
tion News, expressed the opinion 
that production of building ma- 
terials will be insufficient to meet 
demands this year. 

~ Directors elected were: H. A. 
Bailey and Farnham W. Smith, 
New England area; T. Noel B utler 
and H. M. Vivian, Delaware river- 
Chesapeake bay group; J. A. Birk- 
enhead, L. B. Anderson, 0. N. 


~ Shepard, F. S. McNally and A. N. 
_ Fredrickson, New York group. 


SOUTHWESTERN 


H. R. Northup outlines — 


objectives of National 

EVERY retail lumberman should 
make national affairs his business, 
H. R. “Cotton” Northup, secretary- 
manager, National Retail Lumber 
Dealers association, advised the 
membership of the Southwestern 
Lumbermen’s association at its 
59th annual meeting at the Kan- 
sas City Municipal auditorium, 
Jan. 22-24. 

“If you have been lulled into a 
state of relaxation by the apparent 
relaxation of controls,” declared the 
NRLDA speaker, “it’s time for you 
to wake up. It’s not going to be 
smooth sailing yet. You had better 
get solidly behind your Southwest- 
ern association and make national 
affairs your business.” — 


LAMBERT NAMED PRESIDENT 


W. A. LAMBERT, Lambert Lum- — 


ber company, Leavenworth, Kans., 
succeeded J. Lelan Brown, Mays- 
ville, Mo., as president of the asso- 
ciation. Other officers elected were: 
P. M. Leird, Leird Lumber com- 
pany, Little Rock, Ark., first vice 
president; Kermit W. Ingham, 
Ingham Lumber company, Still- 
water, Okla., second vice president; 
Chas. H. Kemper, Kemper Lumber 
company, Troy, Mo., third vice 
president. 

An attendance record was set by 
the 2,544 dealers who registered 
for the convention. Each session 
was jammed to the doors and very 
little standing room was available. 
A party of 900 retailers attended 
the annual buffet dinner and ‘{loor 
show under the direction of the 
Kansas City Hoo-Hoo club at /iotel 
Continental. At the same time 4 
complimentary dinner and exter- 
tainment was held for the Iadies 
at the Business and Professional 
Women’s club. 

President Brown opened the con- 
vention by an address in which he 
stressed the importance of the work 
done by the National Retail Lum- 
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ber Dealers association and its co- 
operation with the Southwestern’s 
board of directors. 


HOOD SPEAKS 

ARTHUR A. Hood, editor of 
AMERICAN LUMBERMAN & BUILD- 
ING PRODUCTS MERCHANDISER, gave 
the keynote address of the con- 
vention, speaking on the topic, Get- 
ting the Most Out of Our Business 
in 1947. 

Hood predicted that business will 
be slower this spring than a year 
ago, but declared that the fall con- 
struction season will be brisk. He 
added that the market trend will 
be toward new home and farm build- 
ing rather than repair and modern- 
ization. He urged dealers to 
adopt a policy of conservative pric- 
ing and conservative purchasing. 
Conservative purchasing is par- 
ticularly important, said Hood, un- 
til the market becomes better stabi- 
lized. 


NORTHUP SOUNDS A WARNING 

IN HIS talk, National Affairs are 
Your Business, Northup declared 
the ability to initiate construction 
is still a privilege granted or with- 
held by the Federal government. 
Guaranteed markets and RFC 
loans to the prefabricated industry 
are still on the books. Allocations 
still apply to five building items— 
plywood, Douglas fir and Western 
pine shop lumber, plumbing and 
heating equipment, iron and steel 
and tin. 

Northup pointed out subsidies 
still apply to structural clay prod- 
ucts, standing timber on state- 
owned land, cast iron soil pipe, 
merchant pig iron, sand lime brick 
and housing nails—despite a so- 
called free market. As the result of 
rent ceilings, OPA is still in the 
building industry. 


NATIONAL’S POLICY EXPLAINED 

IN KEEPING with the Na- 
tional’s policy that government 
should aid private enterprise in- 
stead of controling it, Northup 
said the National is making the 
following suggestions: 

1. Congressional investigation of 
housing, including the conduct of 
the Veterans Emergency Housing 
program. 

2. Repeal of the Patman act 
(Veterans Emergency Housing act 
of 1946) with the exception of Title 
VI—FHA insured loans on rental 
housing until June 30, 1947. 

3. Amendment of the Second 
War Powers act to eliminate the 
President’s powers to limit con- 
struction, establish priorities, set 
asides and allocation of building 


76 


materials or equipment for housing. 

4. Repeal of the Emergency 
Price Control act with the excep- 
tion of rent controls. Rent ceilings 
on new construction should be 
abolished and a. definite date set 
for complete abandonment of rent 
ceilings on existing properties. We 
suggest April 1, 1948. 

5. FHA legislation should re- 
main as it is except Title VI should 
be extended until June 30, 1948. 

Northup also explained what the 
National is doing to encourage 
maximum building and its policies 
regarding efficient, low-cost opera- 
tion within the industry itself. 


CRAPO SPEAKS FOR WESTERN PINE 


SPEAKING on The Present 
Lumber Situation and Distribution, 
Phil Crapo, staff specialist, West- 
ern Pine association, expressed. 
confidence in good _ production 
backed up by a good timber supply 
—planned tree farms totaling 24% 
million acres. 

Pledging the support of his as- 
sociation: with the NRLDA in its 
battle against W-E-T and similar 
legislation, Crapo asked the retail- 
ers for support to allay the public’s 
fear of forest devastation and talk 
of no lumber in the near future. 

Virgil Petersen, public relations 
director, the Red Cedar Shingle bu- 
reau, substituted for W. W. Wood- 
bridge, secretary - manager, who 
was scheduled to talk on The Pres- 
ent Shingle Situation. Petersen 
said that production dropped from 
nine million squares in 1941 to 4% 
million in 1945. Despite a _ six- 
weeks’ strike in 1946 production 


_ showed a slight increase last year. 


With labor in the shingle indus- 
try on a 30-hour work week and 
prices of cedar logs up, the retailer 
cannot expect shingle prices back 
at their previous low levels, Peter- 
sen said. 

Other speakers on the Southwest- 
ern program included Dr. George 
S. Benson, president, Harding col- 
lege, Searcy, Ark., who emphasized 
the importance of maintaining the 
free enterprise system in his talk, 
America in the Valley of Decision. 
C. J. Cowley, Olathe, Kans., who 
talked on What Do We Lumber 
Dealers Need and Dr. Kenneth Mc- 
Farland, superintendent of schools, 
Topeka, Kans., Behold This Day! 

The excellent manner in which 
the entire convention program was 
handled is a tribute to J. E. Johns- 
ton, secretary-manager. Retailers 
took particular interest in the vari- 
ous mechanical exhibits relating to 
the home and yard. 

Twenty-two kitterns were ini- 






tiated at the concatenativa 


held in 
Hotel Continental. 


Snark-of-the. 


Universe Ray Saberson was the 


principal speaker. 


(Watch this magazine for de 


tails of an interesting merchan- 
dising tool exhibited at the conven- 
tion by Mr. Cowley.) 


NORTHEASTERN 


Panel discusses how fo cut 
costs, increase efficiency 


BY FORUMS, authoritative: 
speakers in diversified fields and 
exhibits of building materials, the 
Northeastern Lumbermens 


ciation carried out the theme of 
its 53rd annual convention, More 
Homes in ’47. * 
The 3,000 dealers who gathered 
at Hotel Pennsylvania, New York, 





FRANK W. WHITTY, newly elected president 
of the Northeastern Retail Lumbermens asso- 
ciation. 


‘set an attendance record for the 
three-day convention, Jan. 27-29. 

Frank W. Whitty, Blacker & 
Shepard company, Boston, was 
elected association president for 
1947. Other officers elected were: 
Chester T. Hubbell, Albany, N. Y., 
first vice president; Willard F. Ter- 
rell, Meriden, Conn., second vice 
president; John W. Dain, Lake 
Mahopac, N. Y., third vite presi- 
dent; Russell L. Fish, Scituate, 
Mass., fourth vice president; Cliver 
L. Veling, Buffalo, N. Y., treasurer. 


DEALER’S RESPONSIBILITY 

WHILE speakers agreed that 
government controls are on the 
wane, they were also unanimo.is in 
the opinion that the individual 
dealer must be alert both politically 
and from a merchandising s‘2nd- 
point. 

Norman P. Mason, president of 
the National Retail Lumber Dez!ers 
association, declared : 

“If you have been lulled into 4 
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Whenever you sell dust, A 
sella duster and double your profit 


Every day thousands of your cus- 
tomers buy powder insecticides or 
dustss—yet they own no duster of 
any kind. Many use old-fashioned 
wasteful, make-shift dusting methods. 
asso- Here is your big chance to cash 
inon quick.easy profits. Show every 
the dust purchaser an Admiral Duster. 
7-29. Call attention to its sell-on-sight 
features—and the extra sale and 
for | Profit is yours! 





Pre-Sold for You with 
NATIONAL ADVERTISING 


ere! H.D.HUDSON MANUFACTURING COMPANY 

589 East Illinois St., Chicago 11, Illinois Favorite magazines reaching millions of homes 
F bf Branches in all Principal Cities in the U. S. farmers, poultrymen, carry Hudson Admira 
Ter- Duster advertising. All the year round your cus- 


tomers read about this remarkable duster, learn- 
































vice ing how it assures a better, more economical, 
Lake more efficient dusting job with less work. 
resi- 
nate POINT-OF-SALE SUPPORT 
1a ? Right in your own store, the new Admiral Window-Counter display 
liver ties up with national advertising — rings the cash register for you. 
irer Free display packed with every dozen dusters. Free hand-out and 
: ; mailing folders, too. 
that ; > H. D. HUDSON MANUFACTURING COMPANY ‘ 
the gr. IMMEDIATE Dept. B-16, 589 E. Illinois St., Chicago 11, Ill. : 
ail y DELIVERY Please ship me immediately____dozen Hudson Admiral 4 
iS mm ASSURED Dusters at $12.60 per dozen ($14.75 Western territory). De- 4 
‘dual 4) | livery charge extra. i 
cally , s , Order Now H 
2nd- ‘a Prd Timea icld @mateh Dealer’s Name ! 
me : 4 
. —t i ship. Street H 
of a gm right away 1 
. , 3 making easy om 1 
alers P4 h extra sales City Sat ; 
¢ and profits. 
® ° My Jobber’s Name ‘ 
to a © 1947 n. 0, u. ure, co. : SPRAYERS AND DUSTERS : y J t 
Seecescesoooseooseseesoesce® ee eS ae RE A OY Em ams eR Se FR a Ne ee RE ON ee Om OR Oe Re 
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LAWRENCE C. HART, spoke to Northeastern 
dealers on “The Promotion Outlook for Build- 
ing Materials.” 


state of relaxation by the apparent 
relaxation of controls, it’s time for 
you to wake up. It’s not going to 
‘be smooth sailing yet. Don’t go on 
the theory that you’ll attend to your 
business at home and let Paul Col- 
lier and Ralph Jordon and Norm 
Mason worry about national affairs. 
National affairs are your business.” 
The need for sales training in 
preparation for the coming buyer’s 
market was emphasized by Martin 
V. Coffey, manager, Miami Cabi- 
net division, Philip Carey Mfg. 
company, Cincinnati, who spoke on 
American Salesmanship or Else. 
To illustrate his talk, Coffey read 
from an editorial in the AMERICAN 
LUMBERMAN & BUILDING PRODUCTS 
MERCHANDISER entitled 1947—The 
Transition Year. (See issue dated 
Jan. 4, 1947.) Coffey, a member of 
the American Legion’s housing 
committee declared this statement 
of conditions facing the retail 
dealer the best on the subject. 


’ FORUMS DRAWING CARD 


HOW forums can cover a wider 
range of ground with greater audi- 
ence interest than a single speaker 
was well illustrated by the North- 
eastern convention. 

C. Arthur Bruce, president, Na- 
tional Lumber Manufacturers asso- 
ciation, was leader of a forum on 
Lumber Production, Supply and 
Demand in 1947. Appearing on the 
panel were R. E. Broderick, North- 
eastern Lumber Manufacturers as- 
sociation, speaking for eastern soft- 
woods; Joe Blunt, West Coast Lum- 
bermen’s association, for West 
coast woods; C. A. Luce for West- 
ern pines; W. W. Woodbridge for 
Red cedar shingles; W. H. O’Brien 


*Photo: Whipple Lumber Yard, Lacey- 
ville, Pa. 
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; breaking the 





SEATED together at the Northeastern conven- 

_tion were, I. to r., Norman Mason, president, 

National Retail Lumber Dealers association; 

George E. Carr, chairman, West. coast excur- _ 

sion reunion dinner; and Paul Collier, secre- 
tary, Northeastern association.* 


for Southern pine; W. D. Sawler 
for millwork, sash and doors; Wil- 
liam - Whitman, president, Oak 
Flooring Manufacturers associa- 
tion, oak flooring; S. W. Antoville, 
vice president, U. S. Plywood com- 
pany, plywood; E. W. Conklin, 
president, Mixer & company, Buf- 
falo, wholesale distributors. 

How dealers can increase effi- 
ciency and cut costs was brought 
out in a panel on labor saving ideas 
and methods. Charles Seigel, L. 
Gorman Sons, Inc., Quincy, Mass., 
was leader of this panel. Matthew 
W. Potts, president, Eastern In- 
dustrial Sales company, Inc., New 
Rochelle, N. Y., spoke on How We 
Can Save Money Through More 
Efficient Operating Methods. 

Another forum covering labor 
relations was led by Clinton Sam- 
mond, associate director, Labor Re- 
lations institute, New York. 


SPEAKERS LOOK AHEAD 


LAWRENCE C. Hart, president, 
Producers council, Inc., and vice 
president of Johns-Manville Sales 
corporation, challenged the dealers 
to “come forward with a plan for 
impasse in home 
building.” Speaking on The Gen- 
eral Production Outlook for Build- 
ing Materials, Hart estimated “that 
the total volume of new construc- 
tion will be 12 billions in 1947, of 
which nine billions will be private 
and 15 billions will be the average 
in 1948 and 1949.” 

Hart asserted that “the future 
course of the building industry, 
which represents about 15 percent 
of our entire economy, will be de- 
termined to a considerable degree 
by the policies adopted in Wash- 
ington. If we don’t like the way the 
government is doing things, we 
must continue our endeavors to 
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correct them and come forway 
with suitable substitutes.” 

Roy Wenzlick, president, Roy 
Wenzlick & company, St. Louis fj. 
lowed Hart with a talk on Ty 
Outlook for Real Estate and Cop. 
struction. 

Predicting a recession in general 
business in 1947, Wenzlick added 
that “if this is delayed until 194 
or 1949, it will be a depression ang 
not a recession. If there is a reges. 
sion this year, there will be some 
but not alarming unemployment. 
There will be a lowering of the gen. 
eral price level, an increase jp 
efficiency on the part of manage- 
ment and labor and a return of rea] 
salesmanship.” 


CONSTRUCTIVE PROGRAM 


DEALERS were asked to “get 
back of a constructive program for 
business and government to insure 
a prompt and practical solution to 
the housing problems,” by J. Fran- 
cis Smith, president, J. E. Smith & 
company, Waterbury, Conn., in his 
talk, Home Building-—The Cha- 
lenge of Decontrol. 

“We have got to have a pro- 
gram which we can support as be- 
ing the best available. We have got 
to stop just being against things. 
Your representatives in the indus- 
try are handicapped by the belief 
that you will resent any action 
which is not exactly what you want 
for the profitable operation of your 
own business. They think you will 
resent any infringement whatever 
of your rights and privileges even 
in the public interest. I don’t be- 
lieve that we are that selfish.” 

Smith advocated a home building 
program in every community based 
on the actual known shortage of 
dwelling units. He said government 
should promote by every possible 
means the production of scarce 
home building items and _ should 
continue restrictions on non-resi- 
dential construction to the extent 
of making more materials available 
for home building. The government 
should deliberately make rental 
housing profitable just as it made 
production of war materials profit- 
able. 

President Jordan predicted that 
prices on building materials wil 
level off in the next two or three 
months because dealers «re nd 
paying what they consider exorbi- 
tant prices for anything to put ™ 
stock. : 

Reporting on associatio: acti 
ities for the year, Secretary Co 
lier said Northeastern’s member: 
ship is the highest in history. He 
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If you've ever wondered why 
wecontinue to advertise Barrett 
Roofings when we can’t always 
supply you with all you want 
and ean sell right now, here’s 
a good commonsense answer: 

We think it’s good business 
for you and for us — now and 
in the future. 

Consider, for instance, how 
easy it is to forget a popular 
sports figure of just six sum- 
mers ago. Consider, also, how 
much easier it is for people to 
forget a product...unless they 
are continually reminded of it. 

Public acceptance and de- 
mand for Barrett Shingles and 
Roll Roofings have been built 
up and maintained through 
more than 40 years of consis- 
tent advertising. We’re going 
to keep right on with this kind 
of advertising in home-service, 
farm and national magazines, 
because we know 
the present “‘sellers’ 
market’’ won’t last 
forever’. 

When supplies 
are plentiful again, 
we wa:.t to be sure 
that home-owners and farmers 
are still ‘‘sold’’ on Barrett Roof- 
Ings and the merchants who 
sell them. 


_ That’s just sound business for 
all of us. 
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THE BARRETT DIVISION 


ALLIED CHEMICAL & DYE CORPORATION 
40 Rector Street, New York 6, N. Y. 


2800 So. Sacramento Avenue 


Birmingham 
Chicago 23, Ill. Alabama 
BARRETT SHINGLES AND SIDINGS . . . ROLL ROOFINGS 
. . . ROCK WOOL INSULATION . . . PROTECTIVE PAINTS 
OTHER BUILDING PRODUCTS. 
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urged the elimination of subsidies 
for factory-built homes, pointing 
out that such production is “using 
precious building materials with no 
apparent sound reason while houses 
started by the builders of the coun- 
try are held up and cannot be com- 
pleted.” 
RESOLUTIONS ADOPTED 

A RESOLUTION adopted by the 
convention. pledged dealers to 
maintain our markets at the low- 
est level consistent with our costs.” 
Another resolution called for the 
repeal of the Patman bill with the 
exception of Title 6. Other resolu- 
tion opposed tariffs which lifhit the 
current importation of lumber and 
shingles during this period of 
scarce supply and expressed the 
thanks of the industry to the New 
York State College of Forestry, 
Syracuse university and Massa- 
chusetts State college for cooperat- 
ing in the establishment of courses 
for industry personnel. 

Directors elected, aside from the 
presidents of the respective state 
associations, who are members of 
the board, were: Stephen M. Si- 
monds, Lisbon, N. H., two years; 
Stanley M. Cox, Amityville, N. Y.; 
Frank H. Morin, Fulton, N. Y.; 
Frank Radigan, Wilson, N. Y.; 
James L. Beecher, Elmira, N. Y., 
and Jay LeFevre, New Paltz, N. Y., 
all for three year terms. 


OHIO 


Dealers elect Pendleton to 
head association in 1947 

ATTRACTED by the extensive 
exhibits (81 exhibitors holding 91 
booths), the largest number of re- 
tail dealers since before World War 
II gathered in Columbus for the 
66th annual convention of the Ohio 
Association of Retail Lumber Deal- 
ers, Jan. 28-30. 

Floyd S. Pendleton, F. S. Pen- 
dleton Lumber company, McComb, 
was elected association president, 
succeeding Harold A. Rosser, W. F. 
Rosser Lumber company, Arcanum. 

Other officers elected were: Don 
Beaumont, Cleveland Lumber and 
Door company, Cleveland, first vice 
president; J. Irwin Jones, Dod- 
dington corporation Columbus, 
second vice president; Allen Brain, 
Brain Lumber company, Spring- 
field, treasurer; Findley M. Tor- 
rence, Xenia, secretary, and 
Charles E. Benson, Xenia, field sec- 
retary. 

The mornings were left wide 
open to visit the large number of 
exhibit booths since an earlier poll 
of retailers had shown evidence of 
an overwhelming desire to know 
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the latest in new materials and 
equipment. The Ohio convention 
theme was equipping the yard in 
materials as well as plant facil- 
ities. 
NORTHUP REPRESENTS NATIONAL 

HIGHLIGHT of the speaking 
program was an address by H. R. 
“Cotton” Northup, secretary-man- 





FLOYD S. PENDLETON, newly elected presi- 
dent of the Ohio association. 


ager, National Retail Lumber Deal- 
ers association, who .outlined the 
National’s program for 1947. 

The National’s four-point pro- 
gram is aimed to (1) persuade gov- 
ernment that it should aid private 
enterprise in place of controling and 
hampering it; (2) to help solve the 
veterans’ housing problem at the 
community level rather than by 
bureaucratic edict from Washing- 
ton; (3) to make it the business of 
the industry to follow through in 
every way to encourage maximum 
building and (4) to see that the in- 
dustry is operated on an efficient 
low-cost basis. Sag 

Alluding to the 30-day personne 
training courses being sponsored at 
leading universities in cooperation 
with the National, Northup de- 
clared: 

“We have a definite obligation to 
make our new veteran employees 
as productive as.possible. A few 
years ago your employees—young, 
vigorous and enthusiastic — em- 
barked on a new business, war. 
Then, as now, they lacked practical 
knowledge of the details of their 
jobs. The army gave them acceler- 
ated training. Your industry now 
offers them’ the same accelerated 
training. Take advantage of 
this. It means lowering your ex- 
penses; doing the job better.” 


FILM ON MODULAR PLAN 
A PROGRAM designed to reduce 
building costs was outlined by Or- 
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mie C. Lance, secretary-managy 
National Door Manufacturers’ 9. 
sociation. Lance showed a slide film 


_ to show how the four-inch inop. 


ment is utilized for windows and 
sash. 

Also speaking on the first day’s 
program was Martin V. Coffey, 
Miami Cabinet division, Philip 
Carey Manufacturing company, 
who talked on Modern Methods of 
Retail Selling. Other speakers gy 
the convention program include 
W. W. Woodbridge, secretary, Red 
Cedar Shingle bureau, Seattle, and 
Peter F. Drucker, professor of 
political economy, Bennington 
(Vt.) college. His subject was In. 
dustrial Warfare is Unnecessary. 

The lighter part of the program 
included the annual banquet at the 
Deshler-Wallick hotel, at which all 
convention sessions were held, and 
at which the newly-elected officers 
were introduced. A joint luncheon 
of the Old Guard and Union Assgo- 
ciation of Lumber, Sash & Door 
Salesmen was held Wednesday 
noon, Herbert R. Vance presiding. 

Speakers at the final session were 
Dr. Charles Prince, who talked on 
What We Need to Know About 
Russia and Communism. He was 
later questioned by Fulton Lewis 
Jr., radio commentator, whose sub- 
ject was The Top of the News as it 
Looks from Here. 


TENNESSEE 


Willingham named head a 
Tennessee's 22nd convention 


W. J. WILLINGHAM of the 
A. C. Willingham Lumber company, 
Chattanooga, was elected presl- 
dent of the Tennessee Lumber, 
Millwork & Supply Dealers associa 
tion at the 22nd annual meeting of 
the. association held at Hotel Pea 
body, Memphis, Feb. 2-4. 

More than 300 dealers attended 
the sessions which opened Monday 
morning with a talk by Louis Car 
ruthers who touched on some of the 
retail dealers’ problems in 1941. 
Among these he listed (1) com 
paratively higher prices for lumber 
than other building materials; (2) 
the amount of lumber that is by 
passing retail dealers, esp‘ cially In 
those areas close to southern mills; 
(3) consumer resistance to high 
asking prices for new homes. 


QUALITY PRODUCTS EMPHAS'ZED 

IN HIS talk on The New Era" 
Retailing, Tom Lehon, vice pres! 
dent of The Lehon company, made 
a strong case for quality products 
and the handling of national at 
vertised brands of goods ii ret#l 
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yards in the buyers’ market which 
is just ahead. 

Wm. R. Schneider, St. Louis pub- 
lisher and author, expressed the 
opinion that Congress will act 
vigorously in correcting the in- 
equities of existing labor legisla- 
tion and predicted fewer strikes 
this year than last. 

B. W. Horner, state director of 
the Federal Housing administra- 
tion, opened the afternoon session 
by outlining FHA’s 1947 housing 
program. He emphasized the im- 
portance of rental housing and 
urged every dealer to exert maxi- 
mum effort to this end. 

The retailer will face plenty of 
competition in the months ahead, 
Martin V. Coffey, manager of sales 
Miami Cabinet division of The 
Philip Carey Manufacturing com- 
pany, warned the convention. Cof- 
fey declared-a definite need exists 
for creative type of salesmanship, 
the mark of American business, 
and urged better training for deal- 
er sales organizations. 

Representing the National Re- 
tail Lumber Dealers association, 
Assistant Secretary Edward. H. 
Libbey took the prefab industry to 
task for stock-piling materials 


when these same materials are 
needed to “complete an additional 
330,000 unfinished homes started 
in 1946.” 

Libbey called for the correction 
of building codes which thus far 
have blocked the use of accepted 
building materials. Also the use of 
improved cost-saving methods of 
construction such as window units 
with glass installed at the factory, 
a move blocked by labor unions 
which have insisted upon glazing 
the, windows locally. 

Stanley F. Horn presided as 
toastmaster at the annual banquet. 
Jim Arrington, Mississippi news- 
paper editor and main speaker, had 
his audience in a gay mood 
throughout. 

Twelve points to achieve satis- 
factory labor relations were out- 
lined by Arthur, A. Hood, editor, 
AMERICAN LUMBERMAN & BUILD- 


ING PRODUCTS MERCHANDISER in’ 


his address, Getting the Most Out 
of the Best in 1947. (See editorial, 
The Greater Freedom, Dec. 7, 1946, 
AL&BPM.) 


CAMPBELL TALKS 


DON A. Campbell, secretary, 
Kentucky Lumber Dealers asso- 


ciation, said he did not believe the 
government could or would find the 
solution to the -housing problem, 
He said the building industry, giy. 
en the freedom to. act, car solve 
the housing problem. Can:pbell’s 
topic was This Housing Mes:. 

An attentive hearing was given 
the final speaker, Roy Wenziick, St. 
Louis real estate analyst, on. the 
basis of the increasing” accuracy. of 
his ‘predictions. His topic was Fu- 
ture Real-Estate Values. 

Other officers elected were: W. G. 
Best Jr., Memphis, vice president, 
West Tennessee; Hamilton Wallace, 
Nashville, vice president, West 
Tennessee; H. A. Doak, Greeneville, 
vice president, East Tennessee. 

National director, Abner U. Tay- 
lor, Jackson; treasurer, G. R. Cock- 
rum, Knoxville; - Secretary-Man- 
ager, R. O. Brownlee. Directors, 
Grady Harrison, Memphis; B. FE. 
Cockrum Sr., Cowan; C. L. Carmi- 
chael, Knoxville; A.~-U. . Taylor, 
Jackson; Morrison Lowe, Cooke- 
ville; Arthur A. Hill, Chattanooga; 
O. L. Reed, Bruceton; T. O. Lash- 
lee, Humboldt; Harvey C. Foskett, 
Gallatin; “Andrew Brooke, Kings- 
port and W. J. Sanders, Jr., Tulla- 
homa. 








trade. . 


Charlotte Memphis 
Portland 





It will pay you to stock 
this Fast Moving Item 


“PENTA” P 


‘ Here is an opportunity to serve your 
. and make good profits too 
. by selling a modérn wood pre- 
servative which has wide application among lumber users. 
“PENTA” Preservative controls decay, mold, mildew and termite 
attack in dry wood products. It is effective, economical and easy 
to apply by swabbing, spraying or soaking. 
Take advantage of the rapidly growing market for ' 
Preservative and supply it to your customers for the treatment 
of lumber, timbers, fence posts, farm buildings, homes and other 
wooden construction. Write for Bulletin. 


CHAPMAN CHEMICAL COMPANY 


333 N. Michigan Ave., Dept. A, Chicago 1, Illinois 


Los Angeles 


Vif 


‘PENTA” 


’ New York 
Houston 


New Orleans 








(5% pentachlorphenol 
in petroleum solvents) 








PERMATOX . 
DOWICIDES 
“PENTA” Preservative 
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AUTHORITATIVE WORD that the lumber shortage is over comes from the National Lumber Manufac- 


turers Association. “In general,’’ says NLMA, “the lumber shortage is now ended. Certain items are still 
scarce but construction lumber is in ample supply.” Only real problem, adds NLMA, is distribution. How- 
ever, distribution takes in a lot of territory as, for instance, retail.buying for inventory. What are prices 
and customers really going to do when the building season opens? Answer that one and name your own fee! 

LUMBER NEEDS FOR 1947 are estimated at approximately 37 billion feet. Output last year reached 


32 billion feet. Output of other materials, brick and clay products for example, is gaining. Iron soil pipe 
production has picked up, but hasn't overtaken demand. Asphalt roofing is not seriously short. Millwork 
and hardwood flooring are still behind but gaining. Paint is in better supply, but may not overtake de- 
mand until this year’s flax crop is harvested. There’s been some decline in prices of shellac and turpentine. 


22-BILLION DOLLAR CONSTRUCTION MARKET is predicted for 1947 by the Department of Commerce. 


U. S. housing officials predict that a million homes will be started for veterans this year. United Nations 
estimates that the world as a whole is a hundred million housing units short. ; 


SERIOUS SHORTAGE OF BUILDING MECHANICS ‘threatens to curtail the construction industry. The 


overall need for additional skilled workers can be written in six figures. It will take some time to fill that 
gap. Construction efficiency is rising, more or less, and this makes for lowered costs. The tentative labor 
agreement for settling labor disputes in the construction industry will, it is hoped, ward off costly strikes. 


STEADY DEMAND AND REASONABLY STABLE PRICES are the prospects in general in the light con- 


struction field. There will be some price adjustments downward, some upward. However, most retail dis- 
tributors are not anxious to accumulate inventory. First, because construction costs are high and may go 
even higher in the next few months. Curiously enough, it's the probable ending of the materials shortage 
which may cause the most trouble. With limited production, whatever the cause, there was a market big 
enough and well enough financed to fight for all the output. But with increased production, the market 
must be correspondingly large. High prices may cut this market to a fraction of its potential. Call it a 
buyer's strike if you wish. People who refuse to buy at high prices usually haven't quit buying; they 
haven't started—not at those high figures. 


ONE MILLION NEW HOUSES THIS YEAR is the expectation of the National Association of Home Build- 




















ers. This figure is contingent upon a gradual lowering of prices. Private builders erected 450,000 dwell- 


ing units in 1946, says NAHB, and half of these were priced at less than $7,500 each and but two percent 
at $10,000 or more. Lower housing costs are being urged by public housing officials. This urgency to get 
houses built helps explain the market guarantees to certain prefabricating concerns. 

PRESIDENT TRUMAN may ask Congress for some housing legislation of an emergency kind, probably 


coupled with some tax advantages. The Treasury opposes this sort of allowances, but pressure from city 
mayors, the Administration and Congress is getting hot and heavy. All of these things add up to uncer- 
ay about the price level. Distributors are turning toward the practice of faster turnover and shorter 
eliveries. 


BUILDING MATERIALS PRICES are heading upward at this writing. That's the general trend, although 
it isn't true of every item. The truth is that construction costs and farm produce prices have been racing 
each other for the top position—plus the additional fact that farm prices are now beginning to drop—ihat 
leads distributors of building materials to look askance to large inventories. 

RENT INCREASES will be allowed in one way or another and quite soon. A good many bills to aid 


housing at Treasury expense have been or will be introduced. The American Institute of Architects is ask- 
Ing the government to help finance slum cleararice: But the National Association of Real Estate Boards 
wants any public financing in this field done at local and state levels. 

CONFIDENCE IN THE FUTURE on the part of American business seems pretty well assured. The report 


is that U. S. business in 1946 paid out five billion dollars in dividends and spent seven billions for plants, 
equipment and goods, for working capital and reserves. 
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Too Much Talk, Too Soon 


OUSE prefabricators claim 
they are being forced to sell 
direct, or through other than lum- 
ber yards, because of their inability 
to interest lumber dealers. 

On the other hand, they find 
ready audiences among many other 
types of retailers. 

One prefab company is making 
contracts with mortgage companies. 
Approach: “You are the first to 
contact home prospects. Why not 
sell them the house instead of 
merely making a small commission 
on the loan?” 

It sounds mighty good but the 
Clinic isn’t so sure it’s that easy. 

To our unimportant way of 
thinking, the prefabricated house 
industry is going to suffer for a 
long time, not only because it has 
broken so many promises but be- 
cause of “bugs” in construction 
- and distribution plans. 

It’s a case of too much talk, too 
soon. 


* * * 


Old, but truer than ever: “Cour- 
tesy is the lubricant which oils 
the wheels of business.” Mebbe 
that’s one reason why we’re be- 
ginning to hear some squeaks 
here and there. 


* %* * 


Don't Get Us Wrong! 


FR hols READING our opening 
paragraph, it rather sounds 
as though we are brushing off the 
prefab trend. Far be it from such! 
Construction costs being what they 
are today, something’s got to be 
done or the vast majority of fami- 
lies won’t have a decent place to 
live. The idea that a drop in the 
price of materials will cure the dif: 
ficulty is all wet. Corresponding 
savings will have to be’ made in 
construction costs. Hence the na- 
tionwide interest in prefabrication. 
Were it not for the fact that houses 
cost sO much, you’d never hear the 
word prefabrication. Many who 
are tackling the job will go broke 
but not all. You can be sure of that! 
Better look the prefab proposition 


86 


MERCHANDISING C&crece 


over pretty closely before turning 
it down. Remember the why-don’t- 
you-get-a-horse days? 
* *% %* 
Orchid presentation: To Levitt 
and Son, Long Island, for the most 
exciting postwar house offer and 


the best advertising. Wish we 
could get in on the deal! 


* * * 


Collier's Face Should Be Red 

E’VE mentioned it before, 

but it’s worth repeating. It 
seems to us that a new low in edi- 
torial content was achieved by Col- 
lier’s magazine when Lester Vellie 
(under the alias of Frank Gervasi) 
wrote Housing: Tomorrow’s An- 
swer. When H. V. Simpson, West 
Coast Lumbermen’s association, 
protested, Walter Davenport of 
Collier’s replied: “As one who 


lives in a wooden house built in °* 


1733 and still better by far than 
many nearby built a hundred years 
later, I am turning your valued 
telegram over to Lester Vellie who 
wrote the article. He ‘will answer 
with greater authority, etc.” 

Wish we knew how Vellie wrig- 
gled out of some of the many 
weird statements. No wonder he 
didn’t use his own name. 


* * * 


Too bad it isn’t as easy to admit 
errors as it is to accept credit for 
achievements. 


* * * 


Observation by "Cap" Hanly 
M Y PET country newspaper 
says: “Most men love to 
praise integrity but are slow to 
practice it.’ ” 

Loss of integrity among too large 
a.segment of any producing indus- 
try is about the only reason for the 
loss of its markets. How long that 
segment remains on a drunken orgy 
of opportunism will determine how 
permanent the loss is. 

At the moment the bars seem to 
be down and the drinks are on the 
house: Pretty fair background for 
headaches! 


terme: 





Where Are the Salesmen of | 
Yesterday? 


O NE OF OUR favorite subjects 
is selling. Recently we were 
thumbing through a scrap book 
where we have preserved clippings 


. on the subject. Nostalgia took over 


when we came across this definition 
of a real salesman: 

One who has self-confidence, but 
does not show it. 

One who can be courteous in the 
face of discourtesy. 

One who takes a firm interest in 
his firm’s interests. 

One who keeps his word, his tem- 
per, and friends, 

One who wins respect by being 
respectable and respectful. 

One who turns up with a smile 
and still smiles if he is turned 
down. 

One who understands people and 
can make himself understood by 
people. 

One who has a steady eye, a 
steady nerve, a steady tongue, and 
steady habits. 

One who is silent when he has 
nothing to say, and also when the 
customer has something to say. 


* *% * 


A problem well defined is half 
answered. 


* * * 


Stop ... Look... Listen 


T TOOK considerable time for 

war to empty the bins and ware- 
houses of the lumber yards of the 
land. It may take even longer to 
fill them up again. 

Building up an inventory at a 
time when prices are highest in his- 
tory presents problems of no mean 
proportion. 

Memories of what happened fol- 
lowing World War I still linger. 


- Who can forget them? 


What to do? 

The Clinic doesn’t profess to be 
a prophet or a seer but we still 
cling to the old-fashioned idea that 
it’s a good thing to stop, look and 
listen before spending profits al- 
ready in the bank for profits that 
may never get there. 
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e eo ¢ SIMPLIFIED INSTALLATIONS 
FOR SNUG-FITTING WINDOWS ... WITH NO BIND- 
ING ... NO RATTLE... NO WEATHER INFILTRATION 
The spring plunger of each Air- 
of : ‘ 
tite Window Stay exerts 18 pounds 
of pressure which holds sash firmly 
jects against parting beads and brings 
| Were check rails tightly together. This 
book plunger automatically adjusts for 
A wood expansion permitting wind- 
mille ows to slide freely at all times. 
is of Prestite! And so easy! ‘os 
Air-tite Window Stays eliminate eS ck taeda ening cle ca 
‘e, but the need for weights, balancers, | ca ae ie one chm ht S00 TS 
; cords and pulleys — conserve eater about this modeTR Se : 
in the materials ordinarily used for Pir’ , 12 
a weight-wells — and do away with . 5 VOY 
est in ( exterior weather stripping. s eee 
s tem- F g 
° E te ? ° 
being Here’s another Prestile ad... 
Reduced ae Ara ; ee 
. and handling prob- ' ier i ; ; 
smile fj and handling pre giclee Their advertising is sure clicking! 
burned all conventional 
windows. Easily installed — £ a 
le and the box of 48 Stays 
od by is enough for six 
’ windows. Economical and effi- 
cient—home owners 
aye, a like their operation. 
e, and 
ie has “Easy to understand why! 
on the Prestile tileboard has many 
ay. advantages people want... : 
low cost... smart colors... ' 
half and very important, an 
oven-baked finish that lasts. 
Prestile national advertising 
is a real help!” 
Qn 
ie for 
ware- ) : e Right now, demand for this quality tileboard exceeds supply. 
of the Fe Hg Prestile national advertising is designed to keep demand at 
ver to a high level... for the day when ample supply is available. 
at a 
in his- Air-tite is now building dis- 
mean tribution through recognized 
millwork jobbing firms. Whole- 
‘d fol- sale stock requests will receive 
inger. promptattention. Please write: 





to be a eo 
> still -tive 


meni WINDOW STAY COMPANY 
7 CHICOPEE, MASSACHUSETTS 
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Prefabricated Door Canopy 


Now being marketed is a new 
complete canopy for use over any 
outside door. It not only. shelters 
from rain and snow, but also is at- 
tractive in appearance. It is said 


installation can be done in less than 
20 minutes. The canopy is made of 
aluminum, finished in white with 
green roof and includes two orna- 
mental steel brackets. It is 48 
inches wide, 32 inches deep, 17 
inches tall and will hold over 300 
pounds without sag. For full in- 
formation write the Tel-O-Post 
comipany,. Dept. AL&BPM, Akron, 
Ohio. 


Asbestos Floor Coating 


Acme Asbestos Bondcote is a 
synthetic resin bonding material 
which can be applied to wood, steel, 
or smooth trowelled cement floors 
to properly roughen them to receive 
any type of ‘plastic floor covering 
or any of the plastic underlayments 
which must be used as a leveling 
agent over uneven surfaces to pre- 
pare them for covering such as as- 
phalt, tile, linoleum or carpet. No 
paper, nails, metal lath or mesh 
are needed. It is ready mixed and 
easy to use. It can be sprayed or 
brushed on. The company also 
makes Acmetyle, a modern com- 
position flooring of magnesium, as- 
bestos and other finely graded min- 
erals. It is laid as a plastic, and 
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forms a smooth, monolithic surface. 
It comes ina variety of colors. 
For further information about 
these two products write Acme As- 
bestos Covering & Flooring com- 
pany, 302 N. Elizabeth street, Chi- 
cago 7, Ill. 








When writing for new literature 
or further details about products 
described here, please .mention 
AMERICAN LUMBERMAN & 
BUILDING PRODUCTS MER- 
CHANDISER as the source of 
your information. 








Steel Nailing Channels 


Nailock steel nailing channels 
provide a practical method of in- 
stalling panels, slabs, sheets and 
other kinds of covering, flat or cor- 
rugated, over steel or concrete. It 
is commonly used to apply acousti- 
cal and other tiles to ceilings; to 


apply flat siding, sheeting, furring 
or wallboard to interior and exte- 
rior walls and partitions. The chan- 
nels are usually spaced not over 24 
inches apart and are set in concrete 
or attached to steel furring chan- 
nels by grips, wiring or spot weld- 
ing. They may be attached in ver- 
tical, horizontal or inverted posi- 
tions. Nails, when driven into the 
channel, loop automatically around 
the rod which is the exclusive fea- 
ture of the channels. For more 
complete details write Sanymetal 
Products company, Ince., Dept. 
AL&BPM, Cleveland, Ohio. 


Hose Holder 


The illustrated hose ho ler was 
developed to meet the demand for a 
simple, workable holder for garden 
hose. It is of sturdy, rust resistant, 
all metal construction. No tools are 


required to adjust the water spray. 
Both vertical and horizontal 
changes can be made easily and it 
is not necessary to shut off the 


_ water while adjusting or moving 


the hose holder. For further in- 
formation about this product write 
Prairie Implement company, Dept. 
AL&BPM, Lincoln 8, Nebr. 


Masonry Coating 


Tuf-Coat is a highly concen- 
trated liquid chemical to be diluted 
with four parts of clear water and 
applied to concrete, brick, stone, 
cinder block and all masonry sur- 
faces. It provides a hard, wear re- 
sistant surface, which is said to 
eliminate dusting and to render 
concrete floors repellent to the at- 
tack of strong acids, alkalis, sugar 
and. syrups, animal, mineral oils 
and greases. It is said to thor- 
oughly water-proof all concrete, 
cement mortar, cinder block, brick, 
stucco and plaster. It renders the 
surface non-absorbing. When di- 
luted it forms a transparent color- 
less seal coating. The company also 
manufactures Acidulum which 18 
especially formulated for applica- 
tion to all kinds of metal surfaces. 
It is said to be repellent and un- 
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affected by a large number of acid 
solutions and chemicals. A third 
product is Hydrok, a liquid temper- 
ing agent, which is said to produce 
concrete mortar approaching the 
hardness of granite. It speeds up 
the normal chemical action of ce- 
ment and starts the curing cycle 
immediately. For further informa- 
tion about these products write 
Service Industries, Chemical Prod- 
ucts division, Dept. AL&BPM, 2103 
E. Somerset street, Philadelphia 32, 
Pa. 


Garage Door Lifter 

Lift-Lite is said to have noise- 
less operation and automatic lift. 
The essential .weight is -balanced 
upon heavy axle-pivot and there is 
said to be no strain to any part of 
door in any position. There are no 
cables or weights. The hardware 
set is suitable for any garage door. 
It is said to be simple enough for 
anyone capable of using a screw 
driver to install. For more com- 
plete details and illustrated mate- 
rial write R. H. Osborne company, 
Dept. AL&BPM, 316 Azusa street, 
Los Angeles 12, Calif. 


Kitchen Slide Rule 

This unusual sliding rule devel- 
oped by Youngstown Kitchens 
makes it easy to measure kitchens 
for new equipment. The rule reads 





directly in terms of sinks and cabi- 
nets, instead of in feet and inches. 
It will instantly plan a wall as long 
as 16 feet or even small L-shaped 
kitchens. For further information 
about this slide-rule write Mullins 
Manufacturing corporation, Dept. 
AL&BPM, Warren, Ohio. 


Plaster-Finish Paint : 

San-Finish is a modern oil paint 
with a plaster finish. It is used to 
finish or renovate interior or exter- 
lor walls of any kind of material. 
It is said to cover up to 125 square 
feet per gallon, depending on the 
Condition of the surface and the 
type of texture made in application. 
It fills and ‘seals, drying in 24 
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SILVER LAKE SASH CORD 


ARTONS 


LOWER PRICED GRADES: EDDYSTONE -PELHAM-NUCORD - BENGAL 


SILVER LAKE CO. 


MILLS-CHATTAHOOCHEE, GA. SALES--99 CHAUNCY ST., BOSTON 














I see 
Kirby Lumber 
in your future 

Mr. Dealer 


There is nothing psychic about 
it either. Our forestry practices 
insuring balanced growth and 
cut make it a statement not a 
prediction. 


Posterity too will be asking: “Is 
it as good as Kirby’s?” 


KIRBY 


Ww 


LUMBER 
CORPORATION 


Y 
rs) 


SYolPhaal-larMemt-lae lh zelele ks 


A. Wood for Every Purpose’ 
OL EOINIC HOUSTON, TEXAS 


KIRBY 
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Demand for 
Western Woods 
Continues Active 


Cross currents in the Western 
lumber picture make it difficult to 
accurately gauge the near-future 
situation. While some buyers are 
apparently exercising a measure 
of caution and purchasing closer 
to needs, others seem to continue 
to crowd for about all the stock 
they can buy. Mill attitudes are 
similarly complex. Some mills 
seem inclined to build inventories. 
Others continue to move stock out 
as fast as it’s available. 

Meantime, your Western Whole- 
salers continue to match orders 
against stock available for ship- 
ment to the best of their ability. 


WALES LUMBER COMPANY 


Old National Bank Building 
SPOKANE - - - WASHINGTON 












oe 4 
564 Market St., San Francisco 4, Cal. 
MAUK SEATTLE LUMBER COMPANY 
SEATTLE, WASH. 
HOMESTEAD BRAND 
WESTERN LUMBER MERCHANTS 


CARL SODERBERG Pine Producte 
LUMBER COMPANY ‘ine. ‘Ores. 


ville, Ore.) 
Manufacturers and Whoiesalers 








kane, 
Washington 





Duncan Lumber Co., Inc. 


White Bldg., Seattle | 
Specializing in dimension. and boards. 


Morrill & Sturgeon 
Lumber Co. Tendo 


Yeon Bidg., Portland, Ore. 
Pacific National Sales Co. 


West Coast Lumber 
Charles B. Hurley, Pres. 











Tacoma 1, Wash. 









WHAT’S NEW? 





hours. It comes in seven colors and 
white; in quart, gallon and five-gal- 
lon containers. No prime coat is 
necessary and it is washable. For 
more complete details and a de- 
scriptive folder write. Merchandise 
Factors, Dept. AL&BPM, 332 S. 
Michigan avenue, Chicago 4, IIl. 


Waterproofing Repair Material 

Mixtite, an asphalt powder mix, 
is a waterproofing repair material, 
which is used as a paint, plastic 
water-proof coating, caulking com- 
pound, patching cement, adhesive 
or expansion joint compound. In 
its powder form it is mixed to any 
consistency by simply adding any 
oil solvent. It is said to keep in- 
definitely and one mixing can be 
used for several jobs. It comes in 
black, red and aluminum. For more 
complete details write Rand-Wil- 
liams Manufacturing company, 
Inc., Dept. AL&BPM, 377 Broad- 
way, New York 13, N. Y. 


Light Handling Truck 

This strong but lightweight han- 
dling truck is designed for moving 
containers and packages around the 
yard and for handling feed, ashes, 











etc., around the farm and home. It 
is made of strong, light .weight 
steel tubing and strong cross 
braces rigidly welded to handle 
loads, it is said, up to 300 pounds. 
It is equipped with solid rubber 
tires on pressed steel wheels and 
there are convenient adjustable 
hooks for holding any shaped load. 
The bright red enamel is said to 
resist rust. For more complete de- 
tails write Sharon. Sales company, 
Dept. AL&BPM, Lincoln Bank 


building, Syracuse 2, N. Y. 


Radial Woodworker 

The Nall Radial woodworker js 
a new radial arm saw. It is said 
to handle any sawing operation pos- 
sible with heavier, more costly 
radial machines in less _ time, 
Changes from one operation to 
another it is said, can be made in 
less than one minute. The controls 
are all within reach of the operator, 
The construction employs both cast 








aluminum and welded pressed steel. 
Both indexing and locking are op- 
erated with the same control. All 
vital parts are permanently sealed 
against sawdust and dirt penetra- 
tion. For the latest bulletin de- 
scribing the radial woodworker 
write Equipment Engineering com- 
pany, Dept. AL&BPM, St. Charles, 
Ill. ! , 


New Rust Remover ‘* 

A new rust remover and polisher 
which has a variety, of uses is on 
the market. The product is Lix- 
Rusts It removes rust and polishes 
alumtinum surfaces, and other 
metal objects such as chrome parts, 
tools, kitchen utensils. Now sold 
in a jar, Lix-Rust will sgon, come 
out in a new container, now being 
designed. For: more’ complete de- 
tails write Dr. P. J. Dasher, Merit 
Chemical company, Dept. 
AL&BPM, 165 N. Union street, 
Akron, Ohio. 


Fiberglas Roofing Material 


A Fiberglas roofing mat, to be 
employed as a carrying and reit- 
forcing agent for bitumen in roof- 
ing applications, is announced. The 
mat is composed of a jackstraw ar- 
rangement of glass fibers’ bonded 
into a uniform felted sheet. It 18 
available in two forms;‘one with 
lines approximately 3/16 of an inch 
wide ruled parallel to the running 
length, one without lines for an 
edging mat. Weight of both forms 
is 0.0101 of a pound per square 
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Although we are producing | 
as much high quality lum- 
ber as possible we cannot 
take care of the require- 
ments of all our good old 
customers, but we hope we 
will soon be able to fill all 
your lumber ‘needs. 


No. 43 in a series on modern lumber manufacturing. 


J. NEILS LUMBER COMPANY | 


Klickitat, Washington Member Western Pine Association Libby, Montana 

















DEPENDABLE - ACCURATE 


STURDY and dependable. Strongly built for 





long service, Without excessive weight for 
easy set-up and moving. Designed for accu- 
rate, fast, economical operation. Quick, con- 
venient, positive action of Setting Device. Lane 


Mills to meet varied requirements. Write for | 





particulars. 





LANE 
= TRACTOR SAW MILL 
-. 3-Section, Portable Bed 
Log-Beam Setting Device 


MANUFACTURING COMPANY Pees Suen eA 
MONTPELIER, VERMONT. Rr ae a 
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WHAT’S NEW? 





foot; minimum breaking strength . 


of both is 10 to 14 pounds per inch 
width. Minimum length per roll is 
288 feet. The fibers are said to be 
unaffected by high-temperature ap- 
plications of bitumen, and retains 
the strength. when reheated or sub- 
jected to high summer tempera- 
tures. For further information 
write Owens-Corning Fiberglas 
corporation, Dept. AL&BPM, To- 
ledo, Ohio. 


Air Conditioned Container 

The new container is built on the 
air-conditioned principle with the 
refuse being deposited into a paper 
bag which sets into a wire basket 
within the container. A framework, 
rather than a solid bottom, allows 
the circulating of air from the floor 
to be drawn up between the bag 
and the outer container. The per- 
forations around the top complete 
the circulation. The paper bag is 
held open and in place by means of 
grippers. The bag can be removed 
by releasing the grippers and lift- 
ing out the tray which is all car- 
ried away with one hand. There is 





no contact. with the refuse. At- 
tached to the inside of the top is a 
built-in deodorizing unit which is 
said will last from three to four 
months. Especially made waxed 
bags are recommended. The con- 
tainer is opened and closed wth a 
foot lever. There is a rubber lid 
silencer. It is finished in white and 
ivory. For more complete details 
write Norcor Manufacturing com- 
pany, Inc., Dept. AL&BPM, Green 
Bay, Wis. 


Aluminum Mouldings and Edging; 

A catalog is available illustrating 
and describing 75 styles of alwmi. 
num mouldings and edgings thit { 
is'said can be shipped immcdiitel;, 
Alf. flanges: are beveled and the 
flanges have a nailing groove. The 
items are’ Packed two 12-foo 
lengths in a paper sleeve, except for 
stair nosings, which are indivig. 
ually wrapped. Included in the 


-eatalog are the list prices for lj 


items. For further information and 
a copy of the catalog write Na. 
tional Aluminum company, Dept, 
AL&BPM, P. O. Box 1953, Colun- 
bus, Ohio. 


= Fluorescent Kitchen Light 


The efficiency of fluorescent light 
has been combined with modern de- 
sign to make a lighting fixture de- 
signed for the kitchen. It is made 
in two types—for permanent in- 
stallation and a second which may 
be plugged into any light socket in 
a jiffy. The unit is sturdily con- 
structed, finished in white super- 
coat baked enamel with highly pol- 
ished trim and end caps. It uses 
two 20-watt lamps, All parts are 
easily accessible. The starters are 
at the finger-tips at the ends of the 








plicity. 
Choice quality, 


lifetime durability. 
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SEASONED WHITE 
CEDAR PRODUCTS 


Increase your Spring volume of: business by 
selling these popular lawn and garden items. 
Distinctive designs combine grace and sim- 


genuine Northern 
Cedar and sound, sturdy construction assure 


No. 25 RUSTIC LAWN CHAIR. Scientifically 
designed to provide ‘restful comfort for any 
member of the family. 
Seat 21”x21”—Height of back 22”— 
Weight 37 lbs. 


White 


No. 34 RUSTIC PICNIC TABLE. The whole family—and the unexpected 
Sunday guests—can gather around this sturdy, well-designed table for 


outdoor enjoyment. 


We are also one of the country's outstanding producers of NORTH- 
ERN WHITE CEDAR RUSTIC FENCING, specializing in four dis- 


tinctive patterns 


@ STOCKADE 


Yards and Plants: 


Top 30’x72”—Height 30”—Weight 115 lbs. 


@ RUSTIC PICKET — half-round and round 
@ FLAT PAINTABLE PICKET 
@ OLD ENGLISH POST-AND-RAIL 


Send to-day for our attractive color folder and prices. Prompt ship- 
ment for early Spring.and Summer selling. 


THE MAC GILLIS & GIBBS CO. 


324 E. Wisconsin Ave., Milwaukee 2, Wis. 
Phone: Daly 2860 


New Brighton, Minn.—White Sulphur Springs, Mont.— 
Gladstone, Mich.—Ensign, Mich.—Wallace, Mich.—Little Fork, Minn. 


“POSTS — POLES — TIES — PULPWOOD 
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WANTED 


















FOR ALUMINUM MOULDINGS 


immediate Delivery 
WRITE FOR COMPLETE INFORMATION 








NATIONAL ALUMINUM CO. 
95 N. 17th St. 


COLUMBUS, OHIO 








Marlow “Water Wizard” Self-Priming Centrifugal 
Pumps are famous for their trouble-free, low-cost per- 
formance. These rugged pumps are in demand to dry 
excavations, feed mixers, supply water, and for other 
important builders’ uses. They can help save money on 
virtually every kind of construction job. 


SELF-PRIMING 


e Priming is positive and automatic on suction lifts 
up to 25 feet. 

No recirculation or wasted miotion. 

@ No ports, by-passes or other devices to clog or jam. 
a Nothing to manipulate—just start the engine and 





action starts. 
These and sother important ie, Bl help assure 
speedy job’ *6mpletion to men who build . . . and profits 
to men who'gell to builders. 


WIDE RANGE OF SIZES 

“Water Wizards” .are made in 112 to 10-inch 
sizes, capacities 50 to, 4,000 gallons per 
minute. Small models are light, compact— 
easily carried. Larger sizes for heavy con- 
struction. 
“Water Wizards” are built to last for years. 
Fully guaranteed. Send for interesting dealer 
information. Marlow Pumps, 519 Greenwood 
Ave., Ridgewood, New Jersey. 


MARLOW PUMPS 


Manufacturers of Quality Pumps Since 1924 
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The Approach of 


| the Nation’s Greatest 
- Construction Period 


Finds the 
DIXON 
INDUSTRIES 
Sprinting Ahead 
To Help Meet the 
Sees Industry's Urgent 
Demands for 
QUALITY 
MATERIAL 


“ALWAYS AT WORK” 


The 4 Big Plants of | 
THE DIXON INDUSTRIES 


Grant Dixon, President 
Hal R. Dixon, Treas.-Manager 


SPOKANE 
Western Pine Manufacturing Co. 
Spokane, Washington 


Exchange Lumber & Mfg. Co. 
Spokane, Washington 


Lincoln Lumber Co. 
Lincoln, Washington . 


- Ellis Glazing Co. 
Henryetta, Oklahoma 


- Western Pine Assn. @ National Door Mirs, Asan. 
Ponderosa Pine Woodwork @ National Wooden Box Asan. - 


a | : “is Eimeat in 






















NORMAL 
TIMES.... 














We’d be Making 
TRACKS for your door! 


We used to get up early and scout 
for orders all day long. Now we 
get up early to whip the produc- 
tion problems common to all 
mills. 


Whatever you do, don’t close the 
door. One of these days we'll be 
squared away again—and be filling 
your orders with Ferguson quality 
lumber. 


W. T. FERGUSON 
LUMBER CO. 


ST. LOUIS 1, MISSOURI 








“Se Low Cost 
Toxic-Water Repellent 
Preservatives 


Chlorinated Phenol Toxic Base. 

Positive protection against Rot, Fungi, - 
Termites, Excess Moisture, etc. 

Formulations to meet all official specifica- 


tions. 
A profitable retail item for Lumber Yards. 





Write for technical data, tests, samples, etc. 


CRE-0-TOX CHEMICAL CO. 


MEMPHIS, TENN. 





SUGAR & WESTERN 
PINE AGENCY 


G LJ GA R erebetes —, ! 
s r ty, Ee ects an 


Shop 


) California Ponderosa Pine | 
| Mouldings and Cut Stock | 









WHAT’S NEW? 





channel. It lends itself to use in 
such other rooms as bathroom, hall, 
party room and work shop. For 
illustrated literature write Smith- 
craft Lighting Division, A. L. 
Smith Iron company, Dept. 
AL&BPM, Chelsea 50, Mass. 


Water Systems 

Five models, in capacities from 
400 to 1,300 g.p.h. of automatic 
turbine and shallow well water sys- 
tems and three models, in capaci- 
ties from 375 to 800 g.p.h. of .cen- 





F Bc tae 








a 


trifugal jet, deep well water sys- 





tems for 30 to 90 foot wells, are 


the new line of Wayne farm and 
home water systems. Both shallow 
and deep well pump and motor 
units are also designed to serve as 
replacements in older systems now 
in use. For more complete details 
write Wayne Home Equipment 
company, Inc., Dept. AL&BPM, 
Fort Wayne, Ind. 


Mending Venetian Blind Slats 
Slat-Fix is a pair of specially 
constructed metal clips designed to 
securely snap over a crack in a 
venetian blind slat. The broken 
pieces are held together and the 
slat is back in its original position. 
The customer takes them home and 
snaps them on himself. The clips 
are painted white or ivory to blend 
with the slat. The weakest point 
of a slat is at the cord holes, so 
when fixed the clip is hidden by the 
tape. A display card for the coun- 
ter shows customers how they 
work. For more complete details 
write Mastercraft Products, Dept. 
AL&BPM, 1314 S. Howard street, 
Philadelphia 47, Pa. 
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Automatic Window Lock 


A feature of this window lock js 
its two arm locking, so designed 
that either or both windows may he 
locked at the proper height for vep. 
tiliation with safety. To lock the 





~ 












































windows the arms are squeezed to- 
gether, but it is not necessary to 
release the lock to close the win- 
dow. It needs only a screwdriver to 
install. Works automatically. It is 
made of heavy steel and finished in 
chrome. The locks come on a three- 
color individual display card and 
are packed one dozen to the box. 
For more complete details write 
the Perfect Manufacturing com- 
pany, Dept. AL&BPM, 137 N. 59th 
street, Seattle 3, Wash. 


Aluminum Garage Door 


The Berry Door corporation an- 
nounces the development of a new 
type of track hardware for a ga- 
rage door that tilts up and rolls 
completely inside the garage. The 
door fits a standard 8x7 foot open- 
ing, and needs only two inches of 





head room and 25% inches of side 
clearance. Installation is simplified 
by factory assembling of the me 
chanism. The pressure of a finger 
is said to be enough to open the 
door. Power is supplied by a com 
pletely enclosed power unit on each 
side of the door. For further i 
formation write Berry Door cor 
poration, Dept. AL&BPM, Bir 
mingham, Mich. 
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MARKET ANALYSIS 


Chaotic Price Market Continues 
While Bad Weather Cuts Production 

Considerable resistance to high prices is reported 
everywhere. 

Retailers, recalling the market break in the Twen- 
ties, are taking no chances on getting caught with a 
high inventory of high priced lumber when prices 
shake down. By and large, the market continued in 
a chaotic state. 

For example, one Texas area reported a spread of 
$22 to $25 in the retail price of No. 1 dimension and 
boards and $15 to $16 in No. 3. A “conservative” 
list of prices from the Southwest ran like this: 
25/32nds, 21/4 inch clears from $148 to $170; 26/32, 
21%, selects at $140 to $155; 25/32, 24% No. 1 com- 
mon, $132 to $145; victory grades, $128 to $140. 
Some mills are asking $100 more all along the line 
on the above grades, 


BOTTLENECK IN UPPERS 

In the Northwest, demand, despite the lowered pace 
of construction due to winter, was. still very strong 
and the market not yet stabilized. A difference.of 
$10 between mills was reported, mostly between the 
small green mills and the large dry plants. Large 
buyers were holding back orders in hopes of lower 
prices. In this locality upper items remained the 
bottleneck and bring anywhere from $60 to $80 over, 
depending upon the item. Dimensions were running 
about $25 over and boards around $30 over. Very 
few upper items were being offered as mills are still 
working on old orders. 

Bad weather was reported in the producing areas. 
Snow, rain and floods hit western Washington log 
producing areas, seriously affecting production: Some 
shingle mills were down, but fir mills had not been 
handicapped at press time. Rains and cold weather hit 
ouput in the Kansas City area. 

Reports from the Southwest indicated an active 
interest in one-inch kiln-dried yellow pine, especially 
No, 2 grades at around $85 per thousand at the mill. 

One salutary influence of this upset period is the 
position of the wholesaler who is now getting in posi- 
tion to give dealers better service than for several 
years. ' 

Lumber exports, including British Columbia’s out- 
put, picked up three percent last year, according to 
statistics released by the Pacific Coast Lumber In- 
spection Bureau. Waterborne lumber exports by 
Washington and Oregon to points outside the U. S. 
and its possessions amounted to 298,977,258 . feet. 
Waterborne domestic shipments, including those made 
by British Columbia amounted to 507,336,188 feet, an 
Increase of 18 percent over 1945, ' 


Current Statistics on 

Output and Distribution 

_Lumber shipments of 401 mills reporting to the Na- 
tional Lumber Trade Barometer were 11.6 percent 
above production for the week ending Jan. 25, 1947. 
n the samé. week new orders of these mills were 
17.6 percent above production. Unfilled order 'files of 
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SHIPPED FROM STOCK 


Your needs may be here now! The most 
panels anywhere under one roof... . Fir, 


WRITE TODAY for “Teleply Ticker” current 
warehouse list ... Aetna Plywood & Veneer. 
1732 Elston Av., Chicago-22-Armitage 7100. 














ARE YOU CASHING IN ON 


THIS OPPORTUNITY ? 
sa es 








magazines nearly six million will not peel or rub off — that 
people are reading about Cela- it waterproofs and decorates . 
dri, the guaranteed waterproof in one operation (available in 
paint. Many of them are your white and six colors.)- 
customers and prospects. Celadri offers point-of-sale 
They are learning that Cela- displays, colorful folders and 
driis ajob-proved productthaf a wide variety of newspaper 
can be used on all porous mats. Write for descriptive 
masonry surfaces inside and literature and further infor- 
outside — that it is economical mation today. 


‘ © ey | Stew 
(ColCaud i. conronanon 


WManupacturenrs of Masonry Waterproofing 








DEPT. B, 652 WILLIS AVENUE - WILLISTON PARK, NEW YORK 


et 


{ Every monthin national home andeasy to apply, dries rapidly, ) 
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THURSTON-FLAVELLE 


Limited 
PORT MOODY, B. C. CANADA 





Manufacturers of 


RED CEDAR 
SIDING 


and 


SHINGLES 


Distributed through the 
Wholesale Trade ex- 
clusively. 


A Name That 
Stands for Quality 
in Plywood 


Soundbilt, as the 
name implies, is a 
w e1l- manufactured, 
quality-produced ply- 
wood. It comes from 


DOUGLAS. FIR 
fine, old-growth logs. 


PLYWOOD It is made in a mod- 
ern plant. Soundbilt 

is a@ name you'll be 

hearing more about 
as things get back to 
normal—so that more 
Soundbilt can be 
made available. 



















PSP 


230 EAST F STREET . TACOMA 2. WASHINGTON 



























LUMBER MARKET 












































the reporting mills amounted to 60 percent of stocks, 
For reporting softwood mills, unfilled orders are 
equivalent to 23 days production at the current rate 
and gross stocks are equivalent to 38 days’ production, 
For the year-to-date shipments of reporting identical 
mills were 19.4 percent above production; orders were 
29.4 percent above producton. Compared to the aver. 
age corresponding week of 1935-1939, production of 
reporting mills was 37.8 percent above; shipments 
were 30.8 percent above; orders were 23.9 percent 
above. Compared to the corresponding week in 1946, 
production of reporting mills was 16.7 per cent above; 
shipments were 15.5 percent above and new orders 
were 20.4 percent above. 


Southern Pine 

Production of Southern Pine by the 97 mills re- 
porting to the Southern Pine Association for the 
week ending Feb. 1, 1947, amounted to 17,947,000 
feet. This was 17.94 percent above the three-year 
average for the same mills. Shipments for the week 
of Feb. 1 amounted to 15,513,000. This was 13.56 
percent below production. Orders placed during the 
week amounted to 14,218,000 feet or 20.78 below 
production. 


Western Pine ; 
The 103 mills reporting to the Western Pine Asso- 


' ciation for the week ending Jan. 25, 1947, cut 47,329, 


000 feet. The same week a year ago the cut was 
35,071,000 feet. Shipments were 61,987,000 feet com- 
pared with 50,628,000 feet a year ago. Unfilled orders 
on file at the end of the week amounted to 188,007,000 


' feet compared with 259,535,000 for the corresponding 


week in 1946. Gross stocks stood at 706,571,000 feet 
compared with 663,488,000 feet a year ago. 


Northern Pine 

Production of Northern Pine by the five mills re- 
porting to the Northern Pine Manufacturers’ Asso- 
ciation for the week ending Jan. 31, 1947, totaled 
330,000 feet. The same week a year ago the cut was 
280,000 feet. Shipments during the current week were 
1,000,000 feet compared with 1,010,000 feet a year 
ago. New business booked amounted to 700,000 feet. 
Unfilled orders Jan. 25 stood at 6,000,000 feet and 
gross stocks were 30,380,000 feet. 


In the Market Centers 

SEATTLE—Kiln dried lumber is hard to get and 
will remain so for some time to come. Wholesale and 
retail yards now have small stocks of lumber but up 
per items are very scarce. Retail yards, particularly, 
are keeping inventories low to avoid being caught i 
a falling market. 

KANSAS CITY—Slight tendency on the part of 
the larger mills to raise prices a little this last week. 
The weather has been bad. Consequently shipments 
have dropped. The result has been for some retailers 
and industrial users to bid up prices for the small 
offerings in the market. 

MEMPHIS—Prices vary widely. Quotations 
some species of hardwoods are as much as $40 apart. 
The small mills are turning out a great deal of half- 
dried, short length, ungraded lumber. The large! 
mills are attempting to put their product through 
dry kilns, but have found it difficult to overcome buy- 
er’s eagerness. 
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7. M.CaTHEey 
©. C.CATMEY 
Owners 


The Whelan 


In reply 
lad: to 
your 6: 


In fact, we t 
just finish 


duplicate mill to 


We hope that you will be 
promptly, 


TMC: Pow 
12” WIDE BLADE 


Garaey Lup 


d Company 
attanooga, Tennessee 


Gentlemen: 






hink enough 


Sincerely 


ly mill 4 
ence I have ever seen or this 
think it is the Coming mill, 


your McDonald 
and placed o 
Columbus, 


Gompany 


Manufacturers of 
BAND SAWN 
HARDWOOD LUMBER 
MonrTGéome RY, “nw, 5 
September 18, 1946 


BAND mi tus 
MONTOOMERY. Aca, 
COLUMBUS, oa. 


SAPLE avons s 
“caTwey “MONTOOMERY 


of this mill that we have 

ed talking with 
Albany, Georgia, 
&° to our 


» whom we 
rdér for a 


Georgia Plant, 
able to furn: 


sh this mill 


yours, 


CATHEY LUMBER COMPANY 


By; 


they 











THE WHELAND COMPANY 9 (AciGncoga, Tennenee 








J. P. RINN 


H. V. SCOTT 


Rinn -edcott Lumber Consjnaniss 


2759 So. Kedzie Ave. 


icago 23, Ill. 
™ il 4080 


LUMBER and LUMBER PRODUCTS 


‘Yard and Warehouse 


General Office 


360 No. Michigan Ave. 


o 1, Ill. 
eS: 

















MANO 





TWIN HARBORS LUMBER COMPAN 


Aberdeen, Washington 


Aisraiinieees and Distributors of all 


WEST COAST WOODS AND SHINGLES 


T _— 
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West Coast Lumbermen 
Hold Annual Meeting 


The annual meeting of the West 
Coast Lumbermens association was 
held in Portland, Ore., Jan. 30-31. 

The first day was given over to 
meetings of the standing commit- 
tees, followed in the evening by the 
banquet. Principal address of the 
evening was delivered by Wayne 
Morse, U. S. Senator from Oregon, 
who came from Washington, D.C. 
for the event. He spoke on trends in 
labor legislation, and he gave the 
lumbermen his ideas of what they 
could expect in the way of labor 
legislation in Washington. 

At the general meeting Friday, 
R. E. Seeley, vice president, Simp- 
son Industries Inc., Seattle and 
chairman, traffic committee, empha- 
sized the importance of freight 
rates to western lumbermen. He 


IM WEN MEWS 


pointed out that 127 million peo- 


ple in the United States live east ° 


of the Rocky mountains and 15 
million west of the mountains. 

A forceful presentation of the 
sales promotion problems facing 
the industry was given by R. E. 
Saberson, trade promotion man- 
ager, Weyerhaeuser Sales com- 
pany, St. Paul, Minn. He told how 
lumberless lumber yards are sell- 
ing other materials and making 
more profit than ever before. He 
stated that it is easier for retail 
dealers to operate without lumber 
than it would be for mills to op- 
erate without retail dealers. Say- 
ing that persuasion should come 
before there is a need for markets, 
he pointed out that competition is 
not in the better quality of prod- 
ucts but in better sales promotion. 

President C. H. Kreienbaum, 


Shelton, Wash., gave a pertinent 
address dealing with the instability 
of the industrial picture in this 
chaotic market condition. With the 
easing and then elimination of war- 
time controls, commodity prices 
have risen wildly; labor and costs 
have done the same thing. The 
real danger is cost levels. 

Guest speaker at the annual 
luncheon was Chester A. Moores, 
Portland, whose subject was Busi- 
ness Must Speak Up. 

Dean Johnson, president, C. D. 
Johnson Lumber company, Port- 
land, spoke on national legislation, 
announcing a new standing commit- 
tee of the WCLA, to be known as 
the National. Legislative committee, 

Officers elected for the coming 
year are: president—C. W. Ing- 
ham, Fischer Lumber company, 


“Eugene, Ore.; vice president for 


Oregon — Jud Greenman, Oregon- 
American Lumber company, Ver- 
nonia; vice president for Washing- 
ton—Corydon Wagner, St. Paul & 
Tacoma Lumber company, Tacoma; 
vice president—Col. W. B. Greeley, 
Seattle; executive vice president, 
H. V. Simpson, Portland; treasurer 
—Frank A. Graham, Hills Creek 
Lumber company, Jasper, Ore.; 
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THE BEST OF THE FOREST 


Your requirements are our problems. If you do not receive 


phone us today. You’ve got our number! CHESAPEAKE 2786, 


“Lock, Stock and Barrel”—our weekly inventory —write or 








TARTER, WEBSTER & JOHNSON, INC. 


No. 1 Montgomery St., San Francisco 


Manufacturers of 


Ponderosa Pine, Sugar Pine, White Fir, Incense Cedar 
Lumber, Mouldings, Cut Stock 


P. 0. Box 1731, Stockton, Calif. 
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secretary-Harris E. Smith, Port- 
land, Ore. J. D. Tennant, Long- 
view, Wash., was re-elected honor- 
ary director. 


National Association Devoted 
To Wood Research Organized 

The Forest Products Research 
society, designed to meet the need 
for a national association. devoted 
entirely to stimulating wood re- 
search, development, utilization and 
production, has been organized, ef- 
fective Feb. 1, following a meeting 
of industrial, educational and gov- 
ernment forest products technolo- 
gists. 

National officers elected to head 
the new society in its first year in- 
clude: president—Fred W. Gotts- 
chalk, technical director, American 
Lumber and Treating company, 
Chicago; vice president—George A. 
Garrett, dean, School of Forestry, 
Yale university, New Haven, Conn. ; 
secretary - treasurer — William J. 
Baker, technologist, U. S. Forest 
Products laboratory, Madison, Wis., 
and past organizational chairman 
—Bror L. Grondel, professor of 
forestry, University of Washing- 
ton, Seattle. 

Membership in the society is 
open to men who are engaged or 
interested in any phase of forest 
products activity. The address of 
the secretary-treasurer is P. O. Box 
2088, University station, Madison 
5, Wis. 

It is recognized by founders of 
the new organization that a man 
working in one division of the wood 
industry is often finding answers to 
problems that are causing misuse 
of wood in production plants or 
even ruling the material out for 
certain uses. Getting this basic 
information to the men who make 
or use products stemming from the 
forest is among the society’s pri- 
mary services. 

Formally stated objectives and 
purposes are “to facilitate the in- 
terchange of information among in- 
dividuals and organizations who 
are interested in forest products 
— development or utiliza- 
lon.” 


Asphalt Roofing Bureau 
Names Board of Governors 
E. W. Smith; vice president, The 
Philip Carey Manufacturing com- 
Pany, has been re-elected chairman 
of the board of governors of the 
Asphalt Roofing Industry bureau. 
Other members of the board of 


governors include L. M. Cassidy, 
vice president, Johns-Manville cor- 
poration, vice chairman; Herbert 
Abraham, president, Ruberoid 
company; F. E. McNally, chairman 
of the board, B. F. Nelson Manu- 
facturing company; A. H. Hender- 
son, president, Bird & Son Inc.; 
J. J. Flood, vice president, Ameri- 
can Asphalt Roof corporation; I. J. 
Harvey Jr., president, Flintkote 
company, and E. L. Chamberlain, 
vice president, Bird & Son, Inc., 
treasurer. 


Michigan 30-Day Retail 
Course Begins March 3 E. 
Classes will start Mar 947, 
at the Michigan State college in 
East Lansing, Mich., for the 30- 
day retail lumber training! urse. 
It is being sponsored by th#!Michi- 
gan Retail Lumber Dealeis jaqpocia- 
tion in cooperation withthe; Na- 
tional Retail Lumber: De Q}gsPSSO- 
ciation’s educational Program. 
Seventy-five percent of thf Classes 
will be ‘conducted by men from the 


- industry who are outstanding ‘in 
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TR AS TANDATER Hb 
that “SPEEDS” 
on anti friction bearings 


ALL STEEL framing, thoroughly braced and welded, 

is a construction feature of Husk and Carriage; also of 

the Mud Sill (illustrated above) which is optional. Strong, rigid, 
comparatively light. Resistant to corrosion and deterioration. 


ANTI-FRICTION BEARINGS throughout assure smoother opera- 
tion, increased output, greater accuracy and longer life — with less 
delays and upkeep expense. Timken Roller Bearings on saw man- 
drel. Ball bearing pillow blocks on carriage axles. Ball bearings 
on head block operating shaft. All are grease lubricated by pres- 
sure gun. 


HEAD BLOCKS AND SET-OUT ATTACHMENTS are steel. 
Teeth of racks and pinions are cut to assure greater accuracy, easier 
operation and longer wear, 


TWO IDEAL No. 1 KNIGHT DOGS are standard equipment. 
The bit, which is adjustable from any position, can be dropped 
and will be locked instantly by means of the weighted screw lever. 
No hammering. Deeper setting and locking of the dog is obtained 
by pulling a long lever. 


THE SET WORK AND RECEDER is a Knight type popular for 
several decades. Four pawls and cut teeth assure extreme 
accuracy. Width of cut is pre-set by a plug in a calibrated 
quadrant. Pull a lever to advance log to saw. Reverse 


lever and pull to recede head blocks. MN; 
Teg 


NE 
MA 


COhe HENT MACHINE COMPANY 
Manufacturers of 3) WILL WOBHINZAY and: Aecessories 
CUYAHOGA FALLS, OHIO, U.S.A. 





A typical assortment of anti- 
friction bearings in ye mill. 


KENT also manufactures the original 
line of KNIGHT Sawmill Equipment. 


The KENT Sturdi-mill, with 36’ head 
block opening, reflects years of sawmill 
building experience. 

It is designed for the owner who places 
performance first. 


Its all-steel, welded construction avoids 
the necessity of frequent and expensive 
re-wooding with the production losses 
entailed. 


Its anti-friction bearings assure smooth, 
convenient operation—increased output 
— greater accuracy. 

Its head blocks, dogs and set works are 
improved models of units widely ac- 
cepted by the industry for several decades. 
All in all, the KENT Sturdi-mill is de-_ 
signed and built in every detail to give 
the utmost satisfaction and bring the 
greatest return per dollar of investment. 
Get the complete story before buying 
any mill. 








A KENT MACHINE CO., 
Op Cuyahoga Falls, Ohio 


U/ On Da). oct cs eccccigdeccce 


Gentlemen: 


Send complete information regarding 


your Sturdi-mill and items checked below 


MILLS © EDGERS * CUT-OFF SAWS + SAWS * ENGINES * KNIGHT DOGS & SETWORKS + SAWOUST CONVEYORS & BLOWERS * RECEDERS + TOP SAW RIGS + LOG TURNERS 


. 
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their particular fields. Classes will 
be limited to 35 students. 

Those interested should contact 
Hunter M. Gaines, secretary, Michi- 
gan Retail Lumber Dealers associa- 
tion, 1009 Bank of Lansing build- 
ing, Lansing 16, Mich. 


Bert Foster, Southern Manager 
Of AL&BPM, Now Recovering 
From Emergency Operation 


G. Bert Foster, Southern Man- 
ager of AMERICAN LUMBERMAN & 
BUILDING PRODUCTS MERCHANDISER 
has returned home from the hos- 
pital after an emergency operation. 
He is convalescing at present; and 
expects to be on his feet and back 
at the office within a short time. 


Harry S. Knox, Founder 
Of Harbor Plywood, Dies 


Death from pneumonia has come 
to Harry S. Knox, founder of Har- 
bor Plywood corporation, and Acme 





SEVERAL CARLOADS 


BIRCH SQUARES 


2” x 2” x 48” 


for sale 


FALCON LUMBER 
LIMITED 


73 Adelaide W., Toronto, Canada 








Door company, Hoquiam, Wash. 

Mr. Knox was a leader of the 
Pacific Northwest plywood and door 
industries for more than a quarter 
of a century. 

He became owner of John A. 
Gauger & company in 1909. In 1921 
he bought the Hoquiam door plant 
of Schafer Brothers and named 
his firm Knox & Tombs. In 1925 
he organized the Harbor Plywood 
corporation and was president of 
the concern for several years and 
member of the board of. directors 
until his death. 


J. E. Healey Named to Board 
of Boston Varnish Company 


J. Edward Healey has been elect- 
ed to the board of directors of the 
Boston Varnish company, Everett, 
Mass. 

Starting with the company in 





J. Edward Healey 


1909 as a salesman, Mr. Healey 
had the New England territory and 
was given assignments to promote 
Kyanize products in special cam- 
paigns in many parts of the United 
States and Canada. 

Recalled to the home office in 
1937, Mr. Healey was in the sales 

















U. &. A, Pat. No, 1,901,205" 
Caneds Pat. 


HONEYCUTT SASH CORD SADDLES 


Points to Remember: 


Honeycutt Manufacturing Company Inc., 2715-17 Oak St, Kaneas City 8, Me 


No metal to rust 

No oiling needed 
Nothing to cut cords 
Cannot jam or jump 
Reduces strain on cord 
Simple to install 

Reduce weight cost 
Smooth easy operation 
Wet cords cannot bind 
Better for weatherstripping 
Uses 50% less weights 
A. I. A. File Number 27A 


Free Samples Mailed upon Request 
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' department and later was made ag. 


sistant to F. J. Lane, executive vice 
president, a post which he continues 
to fill. 


Wood Conversion Company 
Names New President, 
Vice President 

Appointment of E. W. Davis as 
president and D. M. Pattie as vice 
president and general manager of 
Wood Conversion company, manu- 





D. M. Pattie 


facturers of Balsam-Wool, Nu- 
Wood and Tufflex products, has 
been announced. 

Mr. Davis succeeds the late 
R. M. Weyerhaeuser, who was 
president of the company until his 
death July 12, 1946. 

Mr. Pattie assumes the position 
left vacant by the death of P. A. 
Ward, August 14, 1944, and until 
his promotion has been general 
sales manager since February 1944. 
He has been associated with the 
company for more than 23 years. 


Indiana Hardwood Association 
Has Meeting, Elects Officers 

Forester-lumbermen  relation- 
ships was discussed at the annual 
meeting of the Indiana Hardwood 
Lumbermen’s association, Jan 24, 
in Indianapolis, by a panel of for- 
esters with lumbermen in the audi- 
ence participating in the discus- 
sion. Foresters taking part in the 
panel were Ralph Wilcox, Indiana 
State forester; E. R: Martell, chief 
Department of Forestry and Con- 
servation, Purdue university; Ru- 
dolph Grabow, forest supervisor, 
Hoosier National forest, and T. E. 
Shaw, association professor of 
forestry, Purdue university. 

Other speakers at the mecting 
were Chester B. Stem, chairman of 
the committee on forestry and 
John I. Shafer, of the same commit- 
tee. 

Officers elected are: president— 
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SELLING THE PRODUCTS OF DISTRIBUTORS OF peers 
*THE McCLOUD RIVER LUMBER SHEVLIN PINE , 
COMPANY ) PONDEROSA PINE 
McCloud, Calif. Reg. U. S. Pat. Off. (PINUS PONDEROSA) 
*THE SHEVLIN-HIXON COMPANY _ DRCIVE CHE: : 
Bend, Oregon 900 First National Soo Line Building SUGAR (Genuine White) PINE 
“Member of the Western Pine Associa- MINNEAPOLIS, MINNESOTA PINUS LAMBERTIANA) : 
tion, Portland, Oregon. DISTRICT SALES OFFICES: 
NEW YORK CHICAGO SAN FRANCISCO 
ss 1604 Graybar Bldg. 1863 LaSalle-Wacker Bldg. 1030 Monadnock Bldg. 
Pandata Fine Woodwork Mohawk 4-9117 Telephone Central 9182 Exbrook 7041 























Oregon Lumber Co. 
Baker, Oregon 


Pioneer eastern Oregon mill—in operation 58 
years. Under our sustained yield plan of opera- 
tion, the past 58 years of performance is just 


a starter for future delivery of our products. 


a 


Manufacturers 


Famous “John Day” 
Ponderosa Pine 


Since 1889 














HOLT HARDWOOD (0. 


Manufacturers ef 


MAPLE @ BIRCH © BEECH © OAK 
STRIP © BLOCK 
and 
HERRINGBONE 
FLOORING 


BROOM HANDLES 
GRADED SAWDUST 


* 
High Grade Northern Hardwoods 
: ‘ 
Custom Kiln Drying 
® 
Members: MP. M.A NHL A NH BMA 


Oconto, WISCONSIN 








ENTERPRISE SAWMILL MACHINERY 


Meets the demands of experienced operaters for 
efficient, accurate production at low cost. .Solve 
your increased output requirements with an Enter- 
prise. Send details of your set-up for our recom- 
mendations and prices. 





Quality—built to tried and proven “rs 
ciples of design and construction 
Profitable operation. 





| 





THE ENTERPRISE CO., 328 Main St., COLUMBIANA, OHIO. 
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(NO INCREASE \ 
IN PRICES! 


Yes, I'm holding down 
prices... to give my 
friends the dealers and 
wholesalers a chance to 
do as good a job of in- 
creasing sales in 1947 
as they did in 1946. 


| 
| 
| 


WILL NOT SHRINK, 

TICKS AND STAYS pir 

il 
agp 


Your jobber 
can give imme 
diate delivery on 
Durham's Rock See 
Hard Water Putty — the 

powder-form plastic to re- 
pair walls, furniture, 
woodwork or plaster Just 








mix with water and use DURHAM 
Will not shrink — sticks, COMPANY 
stays put. 1 Ib. or 4 Ib. Des Moines 4 
cans, 25, 50, 100 Ib. drums. lowa 







The PLASTIC Repair Material 
in POWDER Form 





Knudson & Mercer Lumber Co. 


Purveyors to 
Accredited Retail Lumbe: Dealers 
for 51 years 
LUMBER FROM SOUTH, WEST, NORTH 
Sash & Doors, Wallboards and Most 
Standard Specialties 


28 E. Jackson Bivd., Chicago 4, Ill. 











Leose Leaf 
TALLY BOOKS 


Tally Sheets with 
Waterpreef Lines — 
Send for Catalog of 
Lumber Yard Suppiles 


Frank R. Buck & Co 
2183 Touhy Ave., Chicago 45, Ill.. 














Manufacturers 
PINE & POPLAR gt 
LUMBER 


wv LA GRANGE. GA. 








WHITE PINE Idaho--Ponderosa— 


California White 
Also and Sugar Pine 


Fir Wallboard Sak Seat Products 


William Schuette Company 


New York 


Office—41 East 42d St. PITTSBURGH, PA. 

















DISTRIBUTORS 
LUMBER @ STOCK MILLWORK © BUILDERS’ 
SUPPLIES 


BUILDING PREFABRICATORS 
INDIANA DEMOUNTABLE HOUSING, INC. 


BUILDING ENDUSTRIES, INC. 
907 E. MICHIGAN ST. . . INDIANAPOLIS 6, IND. 
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Philip O. Foley, T. A. Foley Lum- 
ber company, Paris, IIl.; first vice- 


president — Carl Daugherty, 
Hoosier Veneer and Lumber com- 
pany, Indianapolis; second vice 


president — David O. Holmes, 
Holmes-McCormick company Inc., 
Kendallville, Ind.; secretary-treas- 
urer—Roy C. Brundage, Depart- 
ment of Forestry and Conservation, 
Purdue university, Lafayette, Ind. 
New directors are William Franket, 
Wood-Mosaic company, Louisville, 
Ky.; Burton F. Swain, National 
Veneer and Lumber company, Sey- 
mour, Ind., and G. Walter Langohr, 
Columbia City Hardwood Lumber 
company, Columbia City, Ind. 


Leo Kraemer, Hines Company 
Research Engineer, Dies 


Leo Kraemer, 57, engineer in 
charge of research for the Edward 
Hines Lumber company, Chicago, 
and a well known lumber technol- 
ogist, died Feb. 1. 

Mr. Kraemer, a leader in the 
field of practical application of for- 
est products, started his career in 
1911. Ten years later he joined the 
engineering staff of the National 
Lumber Manufacturers association. 
In 1925 he was appointed chief en- 
gineer of the Southern Pine asso- 
ciation and served there until 1928 
when he was appointed chief engi- 
neer for the Chicago Retail Lum- 
ber Dealers association and Chica- 
go Lumber institute. At the insti- 
tute he did his greatest work in 
securing official and public recog- 
















































GENERAL sales offices of both the DoAll company and the DoAll International company, ¢ 
brated 15 years of growth by moving their entire facilities into new quarters at Des Plaines, 


nition of higher strength values for 
dry lumber. 

Joining Edward Hines Lumber 
company in 1942, he did much to 
expedite the war effort as a consyl- 
tant in the proper use of lumber. 
Promotions and Appointments 

Promotion of three members of 
the Portland Cement association’s 
scientific research staff has been 
announced. F. R. MCMILLAN, diree- 
tor of research, is now assistant to 
the vice president for research and 
development. H. F. GONNERMAN, 
manager of the research labora- 
tory, becomes director of research. 
WILLIAM LERCH, senior research 
chemist, is now manager of the 
department of applied research. 


Appointment of H. M. JAcKson 
as superintendent of the new Lum- 
ite plastic insect screen and fabrics 
plant of the Chicopee Manufactur- 
ing corporation, Cornelia, Ga., has 
been announced. 

ROBERT C, JUDD has been appoint- 
ed market research manager for 
R. G. LeTourneau Inc., Peoria, Ill. 
Before joining the firm he conduct- 
ed his own sales research firm. 

E. K. SHEFFIELD, president, Na- 
tional Clay Pipe Manufacturers 
Inc., and of the Logan Clay Prod- 
ucts company, Logan, Ohio, has 
been appointed to a special com- 
mittee of the Ohio Ceramics Indus- 
tries association. 

D. PARRY FORST, president, Rob- 
ertson— Manufacturing company, 
Trenton, N: J., has been elected 
1947 chairman of the Tile Council 
of America. 

ROBERT R. CLEGG, district sales 
manager of the American Lumber 
and Treating company, has been 





il., Jan. 15. 
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- Helpert Lumber Co. 


31 Cedar Street, Sudbury, Ontario, Canada 


Wholesalers of Hardwoods and Softwoods 
& 


For immediate shipment on Export Quotes for 1947 ° 
Dry Hemlock, Green 
Spruce and Jackpine 


Consult us immediately 


























Members. of the Canadian Lumbermen’s Association | 
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AUTOMATIC DIAMOND POINT DRIVERS 


Glaze with one hand. Efficient from EVERY position and angle. Securely 


KE hoid clips of 100 DIAMOND POINTS which won't bend or corrode. Drive 
into hardest wood. Diamond Points for No. 1 (38 ) package of 50 sticks of 
100 each (5,000. points); for No. 2 ('2') package of 40 sticks of 100 each 

\ (4,000 points) 

KA : 
RED DEVIL TOOLS. Irvington 11,N.J.,U.S.A. 


Glaziers and Painters Tools and Machines Since 1872 


PROFITS zou HEAVEN! 


There's a SILVER lining in every rain cloud—for dealers 
who feature. RANETITE WATERPROOFING COM- 
POUNDS. And there’s a highly-profitable Ranetite Com- 
pound for every waterproofing need—from waterproofing 
homes and buildings to waterproofing clothing. Get 
Profits from Heaven—by stocking and 













featuring Ranetite Products. Write for 
FREE, color-illustrated Literature and 
Liberal Dealer Discounts! 


RANETITE MANUFACTURING CO. 
General Offices and Factory 

1917 S. Broadway, St. Louis 4, Mo. 

Branches: Chicago, Minneapolis, New York 


RANETITE 


WATERPROOFING 








COMPOUNDS 


Old Growth 


DOUGLAS FIR 
at Its Best 


OREGON - AMERICAN 
Lumber Corp. 


Vernonia, Oregon 


RR lomelolo Ml 1-71 am OFTI i" 
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LOUVERS 
Sell At Least 2 on Every Job! 


WHEN YOU INSULATE— 
YOU MUST VENTILATE 


Soa Ou Standard Louvers are 
good for the life of any stand- 
ard building. Can be installed 
from the inside. Made in 11 
sizes. 


All Arr-O-Line Louvers 
are designed and engi- 
neered right. 


Unobstructed air travel pro- 
vides maximum of ventilation. 
Louver boards are free from 
frame to allow for expansion. 

























Materials are rustproof, acid resisting and corrosion proof. 
Face frame is Masonite Presdwood, no seams, spotwelds, 
rivets or screws. Well screened, 
dipped and sprayed, neutral 
gray finish. 









Special Louvers for 
NEW CONSTRUCTION ga» 
Easy to Install—Nice Job 
No Exposed Nails 


1. Remove Louver 
2. Nail frame to Sheathing 
3. Replace Louver 


Write for Complete Details 


ARR-O-LINE, Manufacturers 


3060 Fourth Ave. So., Minneapolis 8, Minn. 
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WYOMING 


ERN PINE 


UTAH 





Western Pines and associated woods are well manufac- 
tured, rigidly graded, and thoroughly seasoned in 
accordance with the high standards long established and 
sustained by member mills. 


WESTERN PINE ASSOCIATION 


Yeon Building, Portland 4, Oregon 
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PAUL B. BERRY 
Wholesale — Commission 


Grand Rapids 6, Michigan 


If you can furnish any of the following 
(or anything else) write or wire me. 


1 or more cars softwood boards 
and dimension KD or AD, ma- 
chined; also panels, shorts, cut- 
offs. 1 or more cars 5/8” and thick. 
er hardwoods, mostly 4/4” & 5/4” 
ED or AD. Send me your stock 
and price lists. 








Orders Placed—Responsible Mills— 
Direct Shipment 


E. W. PRATT 


(Commission) 


BUYER and SHIPPING AGENT 
232-34 LEE BLDG. MEMPHIS, TENN. 
(Since 1925) 
SOUTHERN HARDWOODS 
Air dried or kiln dried. All grades 
and thickness. Straight or mixed cars. 


40 YEARS AT YOUR COMMAND 
Covering Southern Hardwood Territory 


SPECIALTIES 
aaa Timbers, Oak and Hickory 
on pane | ames Stock, Axe, Pick, 
Sledge Hammer Handle Blanks, 
— Turned and Shaped Spe- 
siebdiens Ball Bat Billets and Rounds, 
Moulding and S4S Dimensions, Etc. 











Gillies Bros. .& Co. Ltd. 


; gerry ONTARIO, nero 

Mfrs. PINUS 
Sundin WHITE PINE nl 
Air-Seasoned * Water-Cured 


For 105 years, 1842-1947. Capacity 30 million ft. 
annually, 


Members N. W. L. D. Assn. 
All stocks exhausted until July, 1947. 





Managers Need it! 


Here’s the desk-side efficiency 
unit to give gh 


control of r iness — 
costs, profits inventories, 
sales, = Make Ft, ae 
this. MANAGERIAL FILE te 


-locked for orivacy. 
Write for FREE circ 


Northwest Metal fred, ‘Co. 
1337 E. Mason, Green Bay, Wis. 








It’s Quicker to Repair Saws 
Than to Get New Ones 


We can cut your old saw down, 
if not burned, or cracked in the 
center, and insert one of Simonds 
four popular styles—2!/, or 3 or 
B or F. Saw will be like new 
when we return it. 


It takes 6 to 8 weeks to get a saw 
cut down just now, but it takes 6 
to 8 months to get a new one. 


All kinds of circular saw repair- 
ing. 
J. H. Miner Saw Mfg. Co. 
Meridian, Mississi 


Incorporated in 1912. 
The Original Miner Service 
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elected president of the Chicago 
chapter of the Producers’ Council, 
national association of building 
products manufacturers. He suc- 
ceeds HAROLD LOCKETT, H. H. 
Robertson company, retiring presi- 
dent. 


C. A. Sanders, President 
Of Millwork Company, Dies 


Charles A. Sanders, president, 
Sanders Brothers Manufacturing 
company, Ottawa, IIl., died Jan. 24. 

Mr. Sanders was one of three 
brothers forming the partnership 
of Sanders Brothers in 1875, which 
was incorporated in 1892. He has 
served the company continuously 
as secretary or president since its 
origination. 


F. W. Strehlau, Markets, 
News Correspondent Dies 


F. W. Strehlau, 87, Baltimore 
news and lumber markets corre- 
spondent for AMERICAN LUMBER- 
MAN & BUILDING PRODUCTS MER- 
CHANDISER, died Feb. 3. 

Mr. Strehlau had been a corre- 
spondent for the magazine until 
his death, and was on the staff of 
the Baltimore Sun until his retire- 
ment nine years ago. Previous to 
that he had been managing editor 
of the Baltimore Herald. 


John Swanke, President, 
Tigerton Company, Dies 


John Swanke, president of the 
Tigerton Lumber company, Tiger- 
ton, Wis., died Jan. 17. 

He recently succeeded his broth- 
er, Roy Swanke, who died Dec. 18, 
as president of the company. 


H. H. Barclay, Officer of 
Wood Mosaic Company, Dies 


Hanam H. Barclay, 72, retired 
official of the Wood Mosaic com- 
pany, Louisville, Ky., died Jan. 23. 

Mr. Barclay became an officer and 
director of the company when it 
was founded in 1896. From 1917 
until 1931 he was manager of the 
company’s flooring operations at 
the plant at New Albany, Ind. He 
was later in charge of company 
flooring operations at Woodstock, 
Ontario, until he resigned in 1942 
to become. an advisor to the Cana- 
dian government on aircraft ve- 
neer. 





ADVERTISING 


PAYABLE IN ADVANCE 


Co must be . Bg of AMERICAN 
BERMAN ten prior to publoane 
date. Rates are Tana on number of WORDS 
and consecutive insertions as shown below, 
Be sure to count address. For “blind” ad. 
dress care this publication count 5 big 3 
Advertisements are set — a style, & 
proper classification, with first line in capitals, 
if so ordered. 
Extra lines of ee ce count as 5 words, 
Please specify CLASSIFICATION desired, 


8c per word for one insertion. 
7c per word, per insertion, for 2 consecutive 
Siposienn. 


& r word, insertion, for 3 to 5 consecu 
ay per 


= per word, per insertion. for 6 or more con- 
secutive insertions. 


MINIMUM CHARGE $1.60. 


When answe “blind”  (emammee. ad. 
dress number shown care 


AMERICAN LUMBERMAN & 
BUILDING PRODUCTS MERCHANDISER 


139 N. Clark St., Chicago 2, Illincls 


HELP WANTED 


Wanted Salesmen to sell Northern Minn. and 

ich. lumber, both Softwoods & Hardwoods, 

on commission. Forest — Co., W. 
Bank Bldg.. Minneapolis ’ 


BOOKKEEPER 


her ressive Retail Lumber and Millwork and 
ilding Material Company wants to employ — 

teat class Accountant. Florida location, Fs. 

history é = loyment and references. 

age and ary expected. Address G-0 

American Peso Mon, Inc. 




















MILLWORK SUPERINTENDENT 


Want to ongies experienced Millwork Super- 
intendent who can estimate and detail and 
bill. None but highly. competent an a 
apply. Florida. Address G-6] American Lum: 
berman, Inc. 


— 





YARD FOREMAN WANTED 
With lumb ading and kiln exper 
a Old yk well © one ished midwestem 
firm. Address G-62 American Lumberman 


« ¥ 


Wanted: Lumber r for Distributing Yar! 
on Hardwoods White Pine. poet ae 
union scale. Addess E-42, American 

man. 





2 


Wanted: Hardwood be srg inspector. & 
be experienced and sober. Permanent : 
Alabama. Good living conditions. 

. American Lumberman, Inc. 3.4 








Competent young man, rienced as este 
mater et jee le i, ating malitwork 
ans. e age, experien 
pe tony empeea 12 Must heave good referencelr 
=e temperate —. Sweet cine’ ees : 
osperous we a dre: 
po ne risen Pon at Inc. 





Assistant Manager. om: yar 

pm a — ae able handle sales, os 
realty, omteplics drewings: 25 confidential Aare 

BE . American Lumberman, Inc. : ; 


February 15, 1947, AMERICAN LUMBERMAN @ ff 





